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PACKAGING OUR NEW 


PRODUCT'S GOT ME WORRIED. | 
SHOULD IT BE IN METAL WE'RE LEAVING THAT UP 


OR FIBER? : TO AMERICAN CAN. 
| THEY'VE GOT THE ANSWER 
TO QUESTIONS LIKE THAT. 


6é 
E. years they’ve been making both types of containers. They’re 


the largest company in the field. And we can count on getting 
impartial, expert advice from them. What’s more, any container 
they recommend has been through a lot. Their engineering staff 
has tested it in the laboratory. And their marketing staff has 
also checked it. We know the container’s right before we get 
it. Besides, American Can has factories all over the country. 
They can take care of orders from anywhere right away. 


American Can will do a job for us, all right, and do it well.’ 


AMERICAN CAN COMPANY, 230 PARK AVENUE, NEW YORK, N. Y. 
104 SO. MICHIGAN AVE., CHICAGO + 111 SUTTER ST., SAN FRANCISCO 








Order for NEW Subscription 


Please enter my subscription to begin with the 


$5.00 for one year [] $8.00 for two years [ 
Remittance enclosed [J Send invoice oO 


Your position (Or profession) i ccncececcccenceveemeceneennnennneneenee 


RN as ssccinstebereritchlanimsehiplecshtenisamcesdubibeilaainiaiparinnie tate ” 
Street... ‘3 notice . 
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FOURTEEN YEARS AGO, this month, there appeared on the 
desks of busy executives in the packaging industry a small, 
thin, red-jacketed magazine. It was blaze one, spark one, 
of the Phoenix Flame. In the masthead of this first issue 
was printed the following credo: “The purpose behind 
this little magazine is one of helpfulness—to help you im- 
prove your packages; to help you increase your sales; to 
help you smile at the little ironies of life.” The size of the 
Phoenix Flame has been enlarged, the number of pages 
increased, the typography and layout varied, an additional 
color used here and there . . . even the name of the pub- 
lisher has been changed. But the original credo, as out- 
lined in that first issue, is still the same. 

The Phoenix Flame comes within the classification re- 
ferred to, ofttimes disparagingly, as a house organ. How- 


ever, we've always tried to put the reader ahead of house. 


And, to this end we have made use of some of the best 





authors, paragraphers, artists, photographers and design- 
ers. Yet we have assiduously avoided the use of anything 
that even remotely infringed upon the trade journal, the 
general magazine or the newspaper. We've felt all along 
that we had our own especial job to do, just as these other, 
and larger, publications have had theirs. And we've tried 
to go about our job in the same workmanlike way. 

Our efforts have not been entirely without their re- 
wards. Numerous honors have been accorded the Phoenix 
Flame by national advertising associations and typographic 
societies. But more important have been the thousands of 
friendly letters from our readers. We believe we can 
boast one of the finest and fairest groups of readers pos- 
sessed by any publication. If you use glass packages, metal 
and molded caps, and are not included in this group, your 


name on your letterhead addressed to our Chicago office 


will quickly rectify this error. 


PHOENIX METAL CAP CO. 


CHICAGO, ILL. 


BROOKLYN, N. Y. 


Branch Offices: Philadelphia, Baltimore, Boston, Cleveland, Cincinnati, St. Louis, San Francisco and Los Angeles. 
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C. A. BRESKIN, Publisher 





Photo courtesy Container Corp. of America 


OCTOBER 


Testing is a word with many mean- 
ings and in the field of packaging and 
display, the word has been used in so 
many diverse ways that it has almost 
begun to lose its meaning. 

The October issue of Modern Pack- 
aging will devote substantial space to 
a study of testing in two of its prin- 
cipal phases. Readers concerned 
principally with packages as tools of 
merchandising will find particular in- 
terest in the articles on testing of 
package and display designs for con- 
sumer and dealer reactions. Readers 
whose interests lie in the production 
end of packaging will find much valu- 
able data in the articles on the testing 
of the physical characteristics of pack- 
ages and packaging materials. Dis- 
play-minded readers may find interest 
in the article on the testing of dis- 
play materials and the article on pro- 
cedures for testing display designs. 
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PACKAGING...and THE AMERICAN WAY 





How quickly we become accustomed to 
all the conveniences that make up ‘The 
American Way of Life.’ A typical house- 
wife tabs open the protective Cellophane 
wrap on the “television’’ carton of 
Chiclets and easily removes a Chiclet 
from the convenient ‘‘split opening”... 
she unwraps a moisture-proof carton of 
Junket, confident it hasn’t spoiled .. . 
pulls at the tape of her pack of Old Golds 
and—zip! the Cellophane wrap is off. 





The 5¢ “television” Chiclets car- . 
ue. ik an ees eae of Though we take such conveniences and safeguards for granted, as soon 


modern packaging. It is wrapped as we step beyond the country’s borders, we realize how much they add to 


ro Bgl none our daily life. The part played by modern packaging methods in develop- 
quick removal of the wrapper—hasa ing The American Way, envy of all the world, should make all of us in the 
a. a a oaeee Packaging Industry feel proud. For without the machinery that makes 
so that tablets can be fed out oneata © modern packaging practical and economical, America’s standards might 
time. The entire operation is per- . F uN ” 

ecclesia 8 dington machine still be in the ““Cracker Barrel" stage! 

bove) includi edi tablets, , , ‘ 
per a pov eve P pein Redington machines package, not only Chiclets, Junket and Old Golds 


and application of easy openingtape but hundreds of other typically American products. For 43 years, produc- 
—another example of Redington en- 


gineering skill. tion men have said, ‘If it's packaging—try Redington first.” 


F. B. Redington Co. (Est. 1897) 110-112 So. Sangamon St., Chicago, II. 
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THIS BAND 


-~ Keer FLAVOR 
Avo Surtees 007! 


ORE AND MORE companies all over 

the country are taking advantage of 
the extra protection “(CEL-O-SEAL” cellu- 
lose bands give the contents of their pack- 
ages! They know that none of the fine flavor 
of their product will be lost through the 
accidental backing off of closures during 
shipment or by over-inquisitive customers 
who want to sniff and sample. 


“CEL-O-SEAL” bands lock closures se- 
'curely to bottles. Provide a safeguard 
against tampering and contamination. Give 
added assurance to customers that contents 
are as good and pure as when packaged! 
Take advantage of the extra security ‘““CEL- 
O-SEAL” bands offer you. Their cost is 
amazingly little... only a small fraction of 
a cent each. No expensive machinery is 
needed for application, either . . . they go 
on quickly and easily by hand. We’ll be 
glad to show you what a “CEL-O-SEAL”’ 
band can do for your package. Simply send 
a sample bottle. 


. e . 
Visit the Du Pont “Wonder World of Chemistry” Exhibits at the 
New York World's Fair and on the Boardwalk at Atlantic City 


CEL-O-SEAL 


“ BANDS 


Sold by 


€.1.0U Pont DE pan ~ (iNc.) 
CEL-O.SEAL” Sa 
Empire State eullding. ”. a. c. 
ARMSTRONG CORK COMPANY 1. F. SCHNIER COMPANY 
GLASS & CLOSURE DIV., Lancaster, Pe. 683 Bryant Street, Sen Francisce, Cal. 
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POPULAR LEATHER 


NO. 241-AA 


Sample books showing this leather pattern as well as many 


others have been distributed. If you haven't as yet received 


your copy, write at once for one. 


Both light as well as deep shades are available and sample 


sheets will be mailed promptly on request. 


HAMPDEN 
GLAZED PAPER AND CARD COMPANY 
Holyoke, Massachusetts 


SALES REPRESENTATIVES. 

Chicago, ti. — 500 So. Peoria St. Philadelphia, Pa. — 412 Bourse B'id'g. 
New York, N.Y. — 60 East 42nd St. San Francisco, Calif. — 420 Market St. 
Toronto, Canada — 137 Wellington St. West 
Fred’k. Johnson & Co., Limited — 234, Upper Thames Street — London, E. C. 4, England 
Seattle, Wash. — 1203 Western Ave. Doligs, Texas — 3905 Amherst Ave. 
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These cartons printed by our own 
Carton Division on A. C. M. CLAY 
COATED BOARD 


os fil en COR COATED BOARD 








HEADACHES 
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EURALGIA 
‘TRG brut © 








C.M. is an extremely versatile carton board. Its whiter, smoother, 

* less absorbent finish makes possible many beautiful variations of 
printing techniques. It responds to the treatments of good carton 
makers with results of outstanding beauty and merchandising effec- 
tiveness. That’s why so may succesful merchandisers, like those 
whose cartons are shown above, regulary specify A.C.M. CLAY COATED 
in preference to UNcoated carton boards. Whether you prefer the soft, 
suave effects of semi-gloss inks, or the brilliant lustre of gloss inks and 
overprinted varnish, your cartons will possess a new atmosphere of 
distinction when printed on A.C.M. CLAY COATED. Ask your own 
carton maker or write us for samples and all the facts. 


AMERICAN COATING MILLS, INC. 


GENERAL OFFICES AND MILLS: ELKHART, INDIANA 
22 E. 40TH STREET, NEW YORK - WRIGLEY BUILDING, CHICAGO 
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A brand-new vacuum package introduced for the 


first time anywhere by the Hunter Packing Co., 


East St. Louis, Illinois. Developed especially for 
them by Anchor Hocking, it employs the No. 2515 
Tumbler with the Anchor “T” Cap. 











Dy Food 





‘SELL ON SIGHT ? 


GLASS-THE MODERN PIED 
PIPER FOR PACKERS will lure 
sales to your door! 


@ Ever realize how much quicker a sale is made when 
folks can see what they’re buying. This is just as true 
of dog food as any other product. Seeing, saves sales 
argument—saves time, increases profits. That’s the big 
advantage that glass has over other types of containers. 

Glass puts your dog food in a show case from the 
day it’s packed—keeps it there, fresh, wholesome and 
appetizing until sold. Dog foods packed in glass appeal 
to the dog owner—servings are easily and evenly di- 
vided; the jar quickly resealed for storage. Dog Fanciers 
and Veterinarians like the glass package too. They like 


\ Actor Mockel ng)! 


-an unbeatabse combination 


this clean, sanitary package and the fact that it never 
rusts in storage. 

Retailers will readily display dog foods packed in 
glass because glass has high sales visibility. People See 
and Buy because they know what they’re getting. Your 
dog food“SELLS ON SIGHT.” Despite all the advantages 
that Glass offers, packing in glass costs no more than 
other, less attractive, less convenient types of containers. 

Find out! Here’s our offer. Send us several samples 
of your dog food as it is now packed. We'll return it 
to you, packed the modern way in a highly salable 
glass container. Then you be the judge. There’s no 
obligation of course. 


ANCHOR HOCKING GLASS CORPORATION 
Lancaster, Ohio 
Closure Subsidiary: ANCHOR CAP & CLOSURE CORPORATION 


Lancaster, Ohio and Toronto, Canada 














PEACE OF MIND comes from the knowledge that with proper care cancer in 
its early stages can be cured. 


PEACE OF MIND comes with the assurance that proper care and treatment 
is being administered. 


PEACE OF MIND comes when a suggested physical examination reveals no 
trace of a long suspected cancer. 


Helping thousands of frightened people to regain their peace of mind... this 
is one of the most constructive services of the New York City Cancer Com- 
mittee of the American Society for the Control of Cancer. 


YOUR peace of mind will be helped by your support of the Committee’s 
work through the purchase of its labels. Mail your dollar today. You will 
receive a book of package labels and the Quarterly Review, and you will 
share in a vital service. 


NEW YORK CITY CANCER COMMITTEE 


of the American Society for the Control of Cancer 
130 East 66th Street, New York, N.Y. 


For the enclosed $1.00 please send me a supply of your package labels and in addition the Quarterly Review. 


name_ 


street 





_ ee 





| If you live outside of the Metropolitan area, write for labels to the national office— 
American Society for the Control of Cancer, 350 Madison Avenue, New York, N. Y. 
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e*) TRADES “NORE 5 * The prac- 


tice of identifying goods by a maker’s 
mark is as old as commerce. Some say 
that under modern merchandising condi- 
tions such symbols are losing their value. 
But Continental suspects that as long as men 
are proud of the products they make, identi- 
fying trade-marks will continue to be used. 


And so Continental presents these sugges- 
tions showing how a trade-mark can be 
attractively featured where it means most 
... on the product’s package. Such attention 
to details of design is typical of Continental’s 
complete packaging service, maintained to 
help you send your product to market the 
very best way possible. Are you using it? 


One of a Series Devoted to Packaging Ideas. Copyright 1940 by Continental Can Company, Inc. 


SAN FRANCISCO 


MONTREAL 
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Hinde & Dauch 


CORRUGATED BOXES 


Factories in Principal Cities @ Canadian Offices, Toronto, Ont. 


De you know - 


that corrugated shipping boxes can 
be converted into colorful, attention 
compelling die-cut counter displays that 
make shoppers stop, look and buy? 


that corrugated shipping boxes can 
be printed with all-over patterns, with 
modern designs, in a range of colors? 
That stock designs include linen weave, 
tapestry, pine needle and other pat- 
terns? That corrugated shipping boxes 
can have distinctive embossed surfaces? 


that patented Duplex shipping-dis- 
play boxes move more merchandise — 
increase profits—at point-of-sale? 


that you can get expert package 
design and package engineering service 
without cost or obligation . . from the 
H & D Package Laboratory? 


that you can get a comprehensive 
analysis and an impartial rating of your 
present shipping box by asking for an 
H & D Check Chart Rating? That this 
free service may point the way to great- 
ly increased package effectiveness? 


MAIL COUPON NOW 


THE HINDE & DAUCH PAPER CO. 


4914 DECATUR ST. ¢ SANDUSKY. OHIO 


Please send me, free, the Portfolio, 


“Close-Ups of Successful Corrugated Boxes” 
NAME 
TITLE 








PLEASE ATTACH COUPON TO COMPANY LETTERHEAD 


SEPTEMBER e¢ 1940 





/j, Stant ANY CROWD 


Taspole 
ICE CRUSHER 


ABSUSTABLE TO FINE MEDIUM COMASE 
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A standout pitcher 


always draws the most cheers from the grandstand. 


10 


That's also true about Sefton Fibre will help put your product in the stand- 
Cans. Due to the attractiveness,econ- — out class. Why not ask us to suggest 
omy and superiority in design and _ sales-building improvements in your 


construction a Sefton product will present containers or create a new 


give you standout performance... container for your special needs? 


SEFTON FIBRE CAN COMPANY 


Plants — St. Louis, Missouri ®© New Iberia, Louisiana 


DISTRICT OFFICES: Los Angeles Son Francisco Denver Tampa Chicago Des Moines 
New Orleans Boston Detroit Kansas City St. Pay! Omaha New York Cincinnati Cleveland 
Oklahoma City Pittsburgh Memphis Nashville Dallas Houston Salt Lake City Seattle 





MODERN PACKAGING 








HOW TO PUT Dye SALES APPEAL 


IN YOUR PACKAGING 


Pliofilm wrappings not 


only protect merchan- 
dise better — they give 
consumers long service 
after purchase! 






HE superior protection afforded merchandise sold over the 
counter by packaging in durable, tear-resistant, water- 


T 


— EX py 

proof Pliofilm is well known. And because they are so dur- rg thes ~ TOWers 
able, Pliofilm packaging containers, bags, envelopes and the 2. “OVer bog" Wide Poked ;, 
like can be used by consumers as permanent storage, pack- thas “CHL, M0 as on etl " 
ing and carrying cases, and for other practical purposes—as Pack; nates e nace trig Oto, 
countless people have discovered. Thus by packing in Pliofilm 3. sy or — Wate et ino ~ 
you not only assure your product better protection but the Makes re. hing coy f conn” bag 
package itself has a definite re-use value that influences 2 eters tt | thi en a, _ for 
many sales. We have developed these double- value packages lose. maky $ Buy “erring rede, Mi 
for numerous products — let us show you what we can do “rage oA a" i *forsuig Ve thay 
for you. Address: Merchandise Container Division, Pliofilm Ret co, — — 

. v is 2; 
Sales Department, Goodyear, Akron, Ohio. Sed #0, so, Per 






Pht — T.M.The Goodyear Tire & Rubber Company 
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This ‘‘phantom"’ view of the 
Mundet Molded-Top Cork 
shows how the ribbed center 
pin anchors the top securely 
in the cork—making the clo- 
te sure practically breakproof. 

Your products and your cus- 
tomers benefit through un- 

limited re-seal service. 














ENGINEERED STRENGTH 


There's more than appears on the surface of a Mundet Molded 
Top Cork—more, much more, than its trim, handsome appear- 
ance. If you could see through the cork, you would see what we 
show above at the right. Here’s the secret of this closure’s 
strength . . . its permanent re-sealing service. This hidden value 
is typical of the built-in perfection of Mundet Closures. It’s one 
of the reasons why your products will benefit from their use. 
The deeply ribbed finger-grip is an extra convenience for the 
customer and facilitates the use of your product. Your trade- 
mark can be embossed on the molded top, or you may use the 
attractive standard design shown above. For samples, prices or 

suggested solutions to closure problems, write to 
Mundet Cork Corporation, Closure Division, 


65 S. Eleventh St., Brooklyn, N. Y. 


Wide Choice: Cork closures, in the popular finger-grip or flange style, 
are made by Mundet in these desirable types: Molded Flange, Embossed 
Wood-Top, Metal Top, Natural Cork Flange. Mundet Cork Closures include 
many special kinds designed to fill individual requirements of drug and 
cosmetic products, of wines and champagnes, liquors, etc. 





These Mundet offices and 
representatives are ready to 
give prompt and efficient service 


ATLANTA 
339-41 Elizabeth St., N.E. 
BROOKLYN 
65 S. Eleventh Sc. 
CHICAGO 
2959 N. Paulina St. 
CINCINNATI 
427 W. 4th St. 
CLEVELAND 
Britten Terminal, Inc. 
DALLAS 
§05 Southland Annex 
DENVER 
The Stone-Hall Co 
DETROIT 
335 W. Jefferson Ave. 
HOUSTON 
Commerce & Palmer Sts 
JACKSONVILLE, FLA. 
Laney & Delcher Warehouse 
KANSAS CITY, MO 
1428 St. Louis Ave 
LOS ANGELES 
1850 N. Main St. 
LOUISVILLE 
Kentucky Bottlers Supply Co 
MEMPHIS 
Memphis Bonded Warehouse 
NEW ORLEANS 
432 No. Peters St. 
PHILADELPHIA 
2226 Arch St. 
ST. LOUIS 
2415 S. Third Se 
SAN FRANCISCO 
440 Brannan St. 
Also J. C. Millett Co. 


In Canada: 


Mundet Cork & Insulation, Ltd. 
35 Booth Ave., Toronto 





MUNDET CLOSURES 


MOLDED CORKS e MOLDED SCREW CAPS e« EMBOSSED WOOD TOP CORKS 
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CROWNS e¢ PLAIN CORKS 








Copr. 1940 Sylvania ind. Corp. 


CORPORATION 


SYLVANIA INDUSTRIAL 
Works: Fredericksburg, Va. 


Executive and Sales Offices: 122 E. 42nd Street, New York 


Branches or Representatives: 


Offices & Warehouses in Principal Cities 


ATLANTA, GA..... 78 Marietta Street S 

BOSTON, MASS., 201 Devonshire St. NI 

CHICAGO, ILL., 427 W. Randolph St. SY LVA y | Canada 

DALLAS, TEX. 812 Santa Fe Bujlding \ 7 / Victoria Paper & Twine Co., Led. 
260 South Broad Street Ce ee 2° Toronto, Montreal, Halifax 


PHILA., PA... 
Lro pre” 


Pe Pacific Coast: 
\ Blake, Moffitt & Towne 
x 
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AT YOUR SERVICE: 26 
YEARS OF EXPERIENCE 
BUILDING QUALITY 
SEALS AND SEALING 
MACHINES TO FIT THE 
NEEDS OF THE USER. 


MODERN PACKAGING 


Fully automatic Model 


Machine applying R-O 
Seals on vinegar at 
Crosse & Blackwell’s 
Baltimore plant. 








In short, R-O means perfect sealing for vine- 
gar. Made of Aluminum, it will not rust or 
corrode. Applied by the R-O method, which 
means Rolling-On the threads to fit each in- 
dividual bottle, it is certain to fit properly, 
give a tight seal that is easy to open. 

Application by Alseco Machines is fast, 
trouble-free, economical. Yet, with all these 
important advantages, the cost of Alseco R-O 
Seals is but very little higher than that of 
ordinary screw caps. They come in all sizes 
from 18 to 89 mm. 

To learn all the facts about R-O Seals, write 
Aluminum Seal Company, 1345 Third Avenue, 
New Kensington, Pennsylvania. 


FOR SAMPLES AND 
PRICES OF ALSECO 
SEALS, WRITE ALUMI- 
NUM SEAL COMPANY, 
1345 THIRD AVE., NEW 
KENSINGTON, PENNA. 













































. is the a 
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yesterday. 


The paths of marketing are strewn with the bones of products whose manu- 


facturers refused to change their packages. 


Don't put off re-examining your package. Because it was good enough for 


, . . s 
yesterday doesn’t mean that tomorrow will even notice it. 


Carr-Lowrey will gladly evaluate your package in the light of today’s mer- 
chandising needs, and will submit your product to its Design Engineering 


Department for the creation of a glass package with real sales appeal. 


A Carr-Lowrey created package will embody (1) Attractiveness, (2) Prac- 
ticability and (3) Economy. It will lose none of these features in production 


and will re-emphasize them in the strict competition of today’s markets. 


Take advantage, now, of Carr-Lowrey’s “3-point service” in glass package 
creation which is building new sales for hundreds of leading drugs, cos- 


metics, foods and household specialties. 


Carr-Lowrey glass engineers solved a number of difficult problems—in their 


stride—to achieve the solid glass wings and graceful, solid footing of this 





unique bottle. Yet costs—and price—have been held to most reasonable 


levels. 


Carr-Lowrey Glass Co. 


Factory and Main Office: BALTIMORE, MD. 
New York Office: 500 Fifth Avenue . Chicago Office: 1502 Merchandise Mart 








To Speed Up Sales 


A strong, well made counter display with compelling illustra- 
tion and color, secures favored position in a busy store. Quality 
is most important, and in the stock used, the scoring, folding, 
register and printing, Warnercraft self-service displays have 
won re-order after re-order from successful merchandisers and 
manufacturers. 


The folding cut-out counter unit shown here is a type that lends 
itself to many smaller products. It is but one of numerous 
Warnercraft styles. Our full time designing staff is prepared to 
cooperate intelligently with you for your requirements. 


THE WARNER BROTHE 


BOX DIVISION —BRIDGEPORT, CONNECTICUT 
200 Madison Avenue, New York, N. Y. AShland 4-1195 
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WARNERCRAET 


THE FINEST WORD IN PACKAGING 


In the All-America Package Compe- 
tition for 1939, Warnercraft boxes 
figured in four top awards—two in the 
Family Group; one in the Set-Up Paper 
Box Group; and one in the Miscellane- 
ous Group. 


COMPANY 





For sale to Manufacturers: 


The Services of the Largest Packaging 
Research Laboratory of its kind in the U.S.A. 


Your own laboratory is busy checking quality, improving 
products, creating new ones. 

Here is another laboratory ready to serve you as profit- 
ably as your own. Owens-Illinois built it to solve for you 
all kinds of packaging problems. 

Its modern building, constructed of Owens-Illinois 
Insulux Glass Block, is symbolic of its progressiveness — 
research on every phase of packaging in metal and glass. 
For Owens-Illinois is the one organization which makes 
both metal and glass containers .. . whose first allegiance 
is to its customers, not to a material. 

The services of the Packaging Research Laboratory 
cover designing sales-winning dress for products... 
upping the speed, lowering the cost of filling... un- 
tangling snarls in processing .. . safeguarding quality 
and appearance in shipment. If you have a packaging 
problem, let an Owens-Illinois representative tell you 





more about our packaging research services. 
The cost? Only a 3-cent stamp or a telephone call 
to one of our sales branches. 


OWENS-ILLINOIS 


GLASS CONTAINERS e METAL CONTAINERS e CLOSURES + SHIPPING CARTONS 


Owens-Illinois Glass Company, Toledo + Owens-Illinois Can Company, Toledo 
Libbey Glass Company, Toledo » Owens-Illinois Pacific Coast Company, San Francisco 
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PACK ONLY 


“REMEMBER ...WE 
r 4 HEEL! 







BUSINESS BOOMS|}"=& 
ewhen you Pack in 


Modernize your package; tell your customers the 
news—and watch your orders increase. Wheel- 
ing Steel Containers are available in 1- to 70- 
gallon sizes, with a wide variety of closures. 
Customers recognize them as the first ear-mark 
of a quality product. Tell us your require- 


ments, and let us send suggestions and samples. 


WHEELING 


CORRUGATING COMPANY 
General Offices: WHEELING, WEST VIRGINIA 
OFFICES AND WAREHOUSES IN PRINCIPAL CITIES les, 
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You're looking 
\, at the Leaders 
.. through 


PAU ONEN IWIN 


Beechies, Chiclets, Life Savers! Three 
leaders in the merchandising field with 
one thing in common—they all use 
Lumarith Protectoid! 

No. coincidence, this. Leaders in 
every field—companies who measure 
the value of every penny in the mer- 
chandising budget—know that it pays 
to go right to Lumarith Protectoid, the 
preferred transparent packaging ma- 
terial. They steer clear of substitutes. 

Preference for Lumarith Protectoid 
is based on proved advantages. This 
sparkling, crystal-clear material never 
shrinks or wrinkles. It is water-proof, 
grease-proof,germ-proof,odorless, taste- 
less, and non-inflammable. It does not 
discolor or dry out with age. It is not 
affected by extremes of temperature or 
humidity. It cements easily and per- 
manently. It has a perfect printing 
surface. 

If you buy transparent packages, 
specify Lumarith Protectoid. If you sell 
packages, use it! 

Packaging Division, Celluloid Cor- 
poration, 180 Madison Avenue, New 
York City. Established 1872. Sole Pro- 
ducer of Celluloid and = Lumarith. 
(Trademarks Reg. U. S. Pat. Off.) 
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AKE a sheet of Lithwite. Prove up 
some plates ... or make a test run 
with this smoother, whiter boxboard. 
Notice how beautifully the inks come 
up... how sharply fine-screen half- 
tones print... and the surprising uni- 
formity of the flat tints. It's Lithwite’s 
precision-engineered surface that 
does it ! 





It's brilliantly white ... hard and 
smooth. Makes a perfect background 
for colors, a better base for plates. 
There's less ink absorption, too. And no 
picking. Lithwite is free of “whiskers”! 





Send for test sheets —see for yourself 
why this exceptional and modestly- 
priced board means fewer press room 
headaches — more satisfied customers. 
Just tell us how many Lithwite test 
sheets you want. We'll ship them 
promptly -— and without obligation. 
Write today. 


A) 
AN ORCHID, FROM OHIO 
x oe 
YY wre 
We found Lithwite satisfactory in every 
way. It went through our presses in fine 
shape, the ink laid nicely, we had no 


trouble whatever ‘with picking (a quite 
common trouble on board of this character). 


Our customer is quite pleased with the job 
and has told us the next run will probably 
be just about twice what the first run was. 


The Ohio Lithographing Company 
Toledo, Ohio 
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Lithwile./ 


That’s why inks lie more evenly, print more 
brilliantly, go farther on this better boxboard. 
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Every run uniform in color, caliper and printing 
surface because Lithwite is made according to 
Gardner-Richardson engineered-precision standards. 
' ‘ a 


meen 





MANUFACTURERS OF BOXBOARD « MIDDLETOWN, OHIO * ie, 

Sales Representatives in Principal Cities: Philadelphia ¢ Cleveland « , vo ‘Body mm 

Chicago * St. Louis * New York * Boston © Pittsburgh ¢ Detroit it F 
Cary 
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PROBLEM: Somerville Limited, London, 
Ontario, were commissioned to fabricate a 
transparent handkerchief package for a cus- 
tomer. The package design called for an ex- 
tremely tough material that would score and 
fold without cracking and would print easily. 


“S THE ANSWER... 


ANSWER: ETHOFOIL*— Of all the plastic mate- 
rials tried, ETHOFOIL was the only one that was 
found to have the desired characteristics of 
toughness and easy printability. ETHOFOIL did 
not crack or break during fabrication or 
assembly and it was not necessary to slip sheet 
it or rack it during printing. 


Among its other outstanding advantages 
ETHOFOIL has a low temperature, low humid- 
ity flexibility — does not become brittle under 


THE DOW CHEMICAL 





conditions of low temperature, low humidity 
or with age and does not become discolored 
from light. ETHOFOIL’S low moisture absorption 
and stability to heat make it highly resistant 
to warping. 


ETHOFOIL is freely adaptable to varying needs. 
It is available in thicknesses up to .020” and 
it can be supplied in sheets or rolls either trans- 
parent or colored. For more complete informa- 
tion write the Cellulose Products Division of 


COMPANY, MIDLAND, MICHIGAN 


*Trade Mark Reg. U.S. Pat. Off. 
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In periodic production control tests at Miles Laboratory, Inc., foil 
packets are immersed in water and a 25-inch (minimum) vacuum 
is drawn in the jar to test the tightness of the seal. The air inside ex- 
- pands the metal walls but does not leak through the sealed edges. 





The Alcoa Aluminum Foil used is laminated with Pliofilm on the 
inside, then coated with a thermo-plastic adhesive on the outside 
to hold the flap label. From coils of this material the packages 
are filled, cut, heat-sealed and labeled by high-speed machines. 























WEW .. nin-CONDITIONED PACKAGE 
FOR Alka-Seltzer 


it iS... 1. AIR-TIGHT 
2. VAPORPROOF 
3. MOISTUREPROOF 
4. LIGHTPROOF 


The only air that ever gets inside Alka-Seltzer’s new package is a 
bit of carefully conditioned air from the room where it is made. 
There, where humidity is kept just right, these hygroscopic tab- 
lets are heat-sealed in an Alcoa Aluminum Foil packet. 

The packaging operation is simple, rapid, economical. Coils 
of Alcoa Foil, laminated on one side with Pliofilm, feed into 
an automatic machine which fills the packets, heat-seals the four 
edges, and affixes the flap labels. 

So air-tight is the seal that it withstands a vacuum pull of 25 or 
more inches. And it stays tight. Packets shipped to tropical export 
markets remain dry and fresh months after they are packed. 

Consumer convenience is another great advantage. The packet 
is small and flat, slips right into the pocket or purse. It is easy to 
tear open and dispose of. 

Aluminum Foil’s exceptional efficiency as a barrier to air, 
moisture and light has long been utilized in packaging. With the 
perfection of heat-sealing, these advantages can be employed 
more effectively and widely than ever. It is possible to produce 
small envelopes, pouches and bags to protect a great variety of 
products from not only air, light and moisture, but also spores 
and insects. 

Aluminum Company of America, 2129 Gulf Bldg., Pittsburgh. 
The Alka-Seltzer package was developed jor Miles Laboratory, 
Inc., through the collaboration of Aluminum Company of America, 
producers of Alcoa Aluminum Foil; Goodyear, producers of Plio- 
film; the Dobeckmun Company, fabricators of packaging materials; 
and the Ivers-Lee Company, packaging machine manufacturers. 


Plichilln. is a Reg. T. M., product of The Goodyear Tire & Rubber Company. 
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Packets are convenient to carry in the pocket or purse 








and easy to open when needed. Stapled 
on cards for the counter or wall, they are being sold through several thousand retail outlets. 


ALUMINUM FOIL 











Full Steam Ahead! 


T HIs month W. C. Ritchie and Com- 
pany completed the transfer of many 
of its activities to a new $250,000, eighty 


thousand square feet plant addition. 
We’re proud of that new plant, of course. 


We’re proud of our Company’s long, 
long record — 74 years of development 
through peace and through war, through 


prosperity and through depression. 


But now, when once more American in- 
dustry is to be put toa test, we’re proudest 
of all to be a part of the American system 


of free enterprise. 


Only under such a system can our kind of 
Company— and your kind of Company 


— exist. 


Along with you, we accept any challenge 


to prove our right to exist. 


Along with you, we think that all of us 
who believe in free enterprise can best 
serve our country as well as ourselves by 
doing with might and main the things we 


best know how to do. 


Along with you, we’re ready to prove again 
that our American way of doing any job 


is — and always will be — the best way! 





NEW YORK DETROIT 









LOS ANGELES 


MODERN PACKAGING 


AND COMPANY 


8849 BALTIMORE AVENUE e@ CHICAGO 


FIBRE CANS 


ST. LOUIS ST. PAUL DENVER MIAMI 


SET-UP PAPER BOXES 


TRANSPARENT PACKAGES 


A Good Showing of Your Product 
ALWAYS 
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v INSTANT SALES APPEAL 
V ADAPTABLE TO MANY USES 


V DESIGNED FOR MODER 
SELLING ! 


K 


The Visible Guarantee of Invisible Quality *« « e 
KIMBLE GLASS COMPANY ...-- VINELAND, N. J. 


NEW YORK >: CHICAGO ++ PHILADELPHIA + =BETROLT +4205 1 Oe 
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ON VOOR DESK 


when you’re buying folding cartons 


it will remind you of the vital importance of pack- cartons with that extra plus that means eztra sales. 
age appearance at the point of sale .. . and it’s You'll be interested to know, too, that these 
here Gardner-Richardson cartons give a real Precision-Engineered Cartons with their exceptional 
advantage. They have greater shelf-appeal shelf-selling qualities cost no more than ordinary car- 
because they’re precision-engineered! tons. In the long run they cost less. Let us put the 
proof on your desk in the way of samples or a quota- 
N THESE days of open displays, when shoppers tion on your carton requirements. Write today. 
walk up to the shelves and do their own picking, 
thousands of sales are made or lost just on package q ee ee ee 















pulp to finished product . . . tech- 
nicians and engineers check and 
test to make sure that Gardner- 
Richardson cartons are uniform, 
more economical. ..have greater 
shelf-appeal. 


appearance. That throws a tremendous responsibility 
on the carton buyer's shoulders... and that’s why it 
will pay you to investigate Gardner-Richardson 
Engineered-Precision Cartons. 

DESIGNS FOR SALES. If you are 
interested in a new style for a 
package or the styling-up of an 
old one, the services of Gardner- 


Richardson's carton artists are 
yours without obligation. Write. 


Gardner-Richardson cartons have that more ap- 
pealing, reach-for-me look because they are produced 
under a scientific system of test and check that 
assures better boxboard . . . brighter inks, finer dies 

. . crisper, cleaner printing . . . more exacting work- 
manship. Gardner-Richardson’s precision-engineering 
standards make it possible to mass-produce folding 


the GARDNER-RICHARDSON c. 


MIDDLETOWN, OHIO 
Manufacturers of Folding Cartons and Boxboard 
Sales Representatives in Principal Cities: PHILADELPHIA * CLEVELAND 
CHICAGO °* ST. LOUIS * NEW YORK * BOSTON © PITTSBURGH « DETROIT 





SPECIAL ENGINEERED-PRECISION CARTON BOARDS — 


















se Cay, 
= 2 
LITHWITE . . . 1 smoother, whiter, economical borboard os z 


that prints with ertraordinary color brilliance, gives cartons 
greater display value. 


FeOm PULP TOlPimssmeo PRooucT 





ix] zx 

; % $ 

GREASENE .. . 1 borboard for the economical protection Yop e 
of products with grease or oil content. Rep w® 


HYDRO-TITE .. . A special borboard for products that need 
moisture-proof protection. 


THIS SYMBOL is your 
assurance of greater uni- 
formity, higher quality, 
betler appearance, better 
product protection- 

profit and satisfaction. 





Also all standard grades of folding borboard. 


Write today for samples of any or all of these Gardner- 
Richardson engineered-precision carton boards. Make 
your own tests. Prove to yourself how they can save 
money, make money for you. No obligation. 
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MAKE YOUR PACKAGE ITS OWN PREMIUM! 


PACKAGE YOUR LIQUID PRODUCT IN 
A FEDERAL SERVER OR SPRAYER! 


IF your product is a liquid food, such as honey or syrup, package it in a drip-free Federal Server. 
Surveys have determined that the most important buying motive in products of this type is the 
server. The housewife asks: ‘‘Will it be messy?’’ and only if the answer is no will she buy. Federal 
Servers absolutely kill all drip and mess! 

Package your product in a Federal Server. Their popularity is already proved by millions of satisfied 
housewives. 


OR: 


If your liquid, or semi-liquid product is a window cleaner, moth killer, or something similar, con- 
sumers will really go for it when you use a Federal Sprayer foraclosure! A wide variety of applica- 
tions of the Federal Sprayer principle have been adapted for many nationally famous products— 
whose popularity rests in no small measure on the ease of application and economy afforded by 
their Federal Sprayers. 


FEDERAL TOOL CORPORATION 


CLOSURES WITH A FUNCTION 
400 NORTH LEAVITT SPREET - - -+% ss - CHICAGO 




















A distinguished group Container designs ..a 


of packaged products. . self-evident under- 
typical of ‘““NATIONAL”’ standing of practical 
Container craftsman- and display needs. 
ship . . signals your And to the refinements 
of production and 


finish, “‘NATIONAL”’ 


merchandise to sign for 
the trip to a ready 
market. * There’s a brings capable, willing 
notable air of originality hands under an expert 


in ‘**‘NATIONAL’s’”’ 









a 


leadership. 


‘ —. Se ’ 
On a Quick Trip to Sales... 
“NATIONAL” makes Good Company to Join! 
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ICE CREAM | | 


Thats the Record 


in Thousands of Retail Food Outlets 
on America’s ‘’Main Street’’ 


THESE are diversified success 
stories. No set formula ap- 
plies. Checking moisture- 
vapor loss is the key to one 
sales gain; protection against 
moisture-vapor absorp- 
tion achieved another. 
Another product used its 
“eye appeal” for the first 
time in a_ transparent 
MENASHA package; 
“buy appeal” came to 
another in a_ stunning, 
stand-out design. Yes, 
formula varies, but the end is 
the same — more sales, more 
profit for food packagers. It 


THE MENASHA 


takes diversified resources to 
do a complete package-plan- 
ning job and MENASHA has 
them. From timberlands to pulp 
and paper mills from paper 
machines to printing 
presses and conversion 
processes MENASHA 
controls every step. Its 
technicians, designers 
and craftsmen pool ex- 
perience to do the com- 
plete job. These resources 
are available to you any time. 
Discover how packaging by 
MENASHA can mean more 
profits for your products. 


PRODUCTS CO. 


DIVISION OF MARATHON PAPER MILLS CO. 


MENASHA, WISCONSIN * REPRESENTATIVES IN PRINCIPAL CITIES 
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. . will give life, sparkle and romance to your packages. With its brilliant colors, its sharp con- 


trasts and its vari-colored patterns Ribbonette will make your packages more interesting—more 
exciting—and more appealing! 


Hundreds of colorings and patterns are carried in stock in widths ranging from 3.16 to 1'%4'. 


In addition Ribbonette can be made to order in any color or color combination desired. 


Because it is made of cotton, Ribbonette is strong and will do a thorough job of securing a 
package as well as decorating it. 


Send us one of your packages and let us tie it for you with Ribbonette. 


CHICAGO PRINTED STRING CO. 


2320 LOGAN BLVD., CHICAGO, ILL. » 225 FIFTH AVENUE, NEW YORK 


1915—A QUARTER-CENTURY OF LEADERSHIP —1940 


HOW NASHUA 


a 


CAN INCREASE YOUR SALES 


... 1S NOMYSTERY 


Rather, it’s an art, a science, a craft. 

Creating packaging zdeas is the art. 
Nashua creators -- comprising both 
those who develop better manufac- 
turing methods and those who work 
on package design — are responsi- 
ble for helping many a firm, large 
and small, gain a stronger foothold 
in its market. 

Making the idea materialize is the 
science. Nashua chemists maintain 
laboratory control over ingredients 
and processes which put the ideas 
into physical form. 


The actual manufacturing is the 


craft. To bring “package appeal” to 
life takes craftsmen of the type that 
have made Nashua famous for even 
the most difficult printing jobs on 
waxed, coated, metallic, mica and 
velour papers, “Cellophane” and ad- 
hesives. 

Be sure you’re giving your prod- 
uct all the “package appeal” it de- 
serves. From Nashua, you can ex- 
pect that your packaging problem 
will receive the attention of artists, 
scientists, craftsmen —a combina- 
tion that has spelled success for so 
many firms like yours. 












LDING IDEAS 


ALES-BUI 
REVEALED IN THIS FREE 
BOOKLET 











Ideas that have increased ; — 
appeal” for products of al ¥ ne 
are described in the new _ ‘ 
"Make Paper Make Money for ou. 

It’s free, if you W 
on your letterhead, ad- 

dressing Dept. M-9, 
Nashua Gummed And 
Coated Paper Company» 
Nashua, New Hampshire 















rite your request 
































MAKES PAPER MAKE 
MONEY FOR YOU 











Look for the Triangle ngdhua Sign of a Nashua Value 
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The store and the package 


PACKAGIAS 
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A survey of changes in the retail environment of packages and 
a study of the effects of these changes on the package itself 


ne of the best definitions of the process of design But not all packages have changed to conform with 

might well be “fitting an object to its environment.” changing environmental requirements. Nor have all 

In the case of the package, design, therefore, repre- package designers and packagers readjusted their think- 
sents a triple problem. A container for merchandise ing to facilitate such package changes. 

must be fitted to the needs of the consumer, to the re- This survey, conducted by Modern Packaging’s In- 

quirements of sound plant and shipping procedures and, stitute of Package Research, is designed as an examina- 

finally, to the store environment. This last problem is a tion of the more basic retail environment changes and 


vital one, for unless the package is adjusted 
to its retail environment, it will not be able 
to fulfill its basic mercantile purpose of 
facilitating a change in the ownership of 
the product. 

The retail store has changed very sub- 
stantially in the last 15 years. Merchan- 
dising methods, store arrangement, light- 
ing, consumer shopping habits—all have 
undergone fundamental readjustments. 





as a study of the package designing pro- 
cedure changes which a different environ- 
ment now demands. 

For purposes of convenience and organi- 
IN ipahaeha ae): zation (and not in any sense as an indica- 
tion of the greater or lesser importance of 
various phases of the problem) the study 
has been divided into a group of articles 
which deal with the question of store 
changes and their effect on the package. 


PACKAGE 
RESEARCH 
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uring the last 10 years, there has been a slow but 

steady trend toward larger stores. To an increas- 

ing extent, the so-called neighborhood store is 
being replaced by the shopping center, complete with 
parking area, self-service features, departmentalized 
store set-up and a host of other basic differences as 
compared with the store of a decade or more ago. 

A number of indices show this change. In Chart A, 
we utilize figures supplied by one of the major mailing 
list compilers, W. S. Ponton, Inc. This firm compiles 
lists in every field of industry. — Its retail list is com- 
piled on the basis of credit ratings and changes in the 
number of stores within each rating group. They 
therefore provide a good indication of shifts in store size. 

Consider the Ponton figures for 1931 and 1940 for 
drug stores. The list of all ratings for 1940 shows 


approximately 1,400 more stores than does the 1931 
Stores ond list. This represents no very great percentage changes, 


BIGGER Gua 




























but the proportions have shifted substantially within 
the various rating groups. In 1931, 20,159 stores 
(37.5 per cent of the total number) were rated at $5,000 
and over. By 1940, this figure had increased to 22,176 
(41.9 per cent). In 1931, 11,390 stores (21.2 per cent) 
were rated at $10,000 and over. By 1940, this figure 
had changed to 15,135 (27.4 per cent). 

In the grocery field, the same type of shift has taken 
place. This shift is further accentuated by a very 
high mortality rate which has substantially reduced 
the total number of stores and which has struck, with 
particular severity, the smaller stores. An examina- 
tion of the chart will disclose an increased percentage of 
stores in each of the ascending credit rating brackets. 

In the hardware field, similar conditions prevail. 
The total number of stores shows a slight increase. 
The percentages in the $1,000, $3,000 and $5,000 credit 
rating groups show a decrease. The percentage in 
the $10,000 and over group shows an increase. 

Figures compiled by ““The Progressive Grocer’’ and 
reproduced in Chart B would indicate that the trend 
toward larger stores is still continuing. Of an annual 
sales increase, for all grocery stores, of 2.2 per cent, the 











4. Typical of the giant grocery stores which 
now control a tremendous portion of retail trade 
is the Andrew Williams super market of Oak- 
land, Calif. Note the number of packages 
shown, the mass display, the accessibility of 
each package to the consumer and contrast 
these conditions with those shown in the photo- 
graph on the preceding page. Photos courtesy 
“The Progressive Grocer.”” 2-38. The Ridgely 
drug store of Gary, Ind., illustrates an increase 
in effective store size (without an increase 
in actual size) attained through fixture 
redesign. The old fixtures, with up-to-the- 
ceiling shelves, were installed in 1916. The 
newer fixtures were built in 1936. Photos 
courtesy Grand Rapids Store Equipment Co. 
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larger stores garnered the largest part. Stores doing a 
volume of less than $30,000 annually actually lost sales 
in 1939. Stores doing a volume of less than $75,000 
annually (but more than $30,000) made a gain that was 
less than the average gain of 2.2 per cent. In con- 
trast, stores in the four categories above $75,000 annual 
volume gained from 3.3 per cent to 5.6 per cent. 

Two conclusions may be drawn from these figures. 
First, the trend is definitely toward larger stores in 
every major retailing field. Second, the trend shows 
no sign of slackening, but is continuing at an even and, 
perhaps, an accelerating rate. 

Larger stores place the package under widely differ- 
ing conditions from those met in the small owner- 
operated shop. The number of brands competing for 
attention is greater. Self-service and consumer hand- 
ling of packages is far more common. Store layout has 
changed to facilitate circulation of consumers and to 
facilitate consumer examination of packages. Price 
marking is being shown less and less by signs attached 
to fixtures and more by markings on the package. 

ven where store sizes have not changed, store lay- 
out has frequently been changed to conform to the com- 
petitive conditions established by the newer and larger 
Open display is far more common today than 
10 years ago. Ease of circulation through the store 
has been achieved even in small shops, by new layout 
arrangements. Fewer packages are found on back-of- 
the-counter wall fixtures. More packages are to be 
found on island displays. 


stores. 


Fixture styles have changed in both smaller and 
larger stores. A package need no longer be designed 
with the expectation that it will have to be viewed from 
a top shelf or a bottom shelf, for fewer top and bottom 
shelves (up to the ceiling and down to the floor) are in 
existence today than ever before. 

The trend of retail merchandising, which is reducing 
the number of stores and simultaneously increasing the 


average store’s size, definitely affects the competitive 
conditions met by the package. 
small retailer 


The goodwill of the 
based upon long and close personal rela- 





-—Chart A 


INCREASING PROPORTION OF BUSINESS HANDLED 
BY LARGER STORES 





DRUGGISTS 
1940 1931 
All stores listed 55,164 53,644 


Rated $1,000 and over 
Rated $3,000 and over 26,585 (48.2%) 
Rated $5,000 and over 22,176 (41.9%) 
Rated $10,000 and over 15,135 (27.4%) 


31,526 (57.1%) 36,591 (68.2%) 
30,630 (57.1%) 
20,159 (37.5%) 


11,390 (21.2%) 


GROCERS 
1940 1931 
All stores listed 205,635 258,014 


Rated $1,000 and over 97,709 (47.5%) 
Rated $3,000 and over 47,471 (13.0%) 
Rated $5,000 and over 25,327 (12.3%) 
Rated $10,000 and over 10,468 (5.0%) 


105,630 (40.9%) 
57,019 (22.0%) 
28,101 (10.8%) 
12,535 (4.8%) 


HARDWARE 
1940 1931 
All stores listed 34,671 35,001 


Rated $1,000 and over 
Rated $3,000 and over 19,469 (56.1%) 
Rated $5,000 and over 15,416 (44.4%) 
Rated $10,000 and over 10,602 (30.5%) 


23,189 (66.8%) 27,891 (79.6%) 
24,815 (70.8%) 
19,148 (54.7%) 


10,580 (30.2%) 








r——Chart B 
CHANGE IN SALES BY SIZE OF STORES—1939 


Average 
Sales 

Change 
Less than $30,000........... ee 
vo OE 0 rn oe 4 
$50,000 to $74,999............ Per eres fe +2.1% 
$75,000 to $99,999...... ST ee: Perr oe 4 
$100,000 to $149,999...... +5.6% 
$150,000 to $249,999.............. eo Sb Adena +3.3% 
$250,000 and over........... vsteiodbusenbga soca. tends Fo +3.3% 
Ne rr re +2.2% 














tionships—frequently aided a product despite anti- 
quated package design. The large retailer today allo- 
cates his goodwill toward products solely on the basis 
of sales and potential sales. 

The retailer, as an intermediary between the package 
and the consumer—as a person willing and expected to 
explain the nature and the use of the product—is 
rapidly disappearing. In self-service and semi-self- 
service stores, the consumer must rely upon the pack- 
age itself as a source of explanatory information. 
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he package designer of 10, 15 or 20 years ago stressed 

visibility in his designs not so much because he 

relished the need for bold, buckeye designing, but, 
rather, because he recognized the probability that his 
package would not get too close to the consumer when 
it reached the retailers’ shelves. 

In the small retail store of past decades, the consumer 
stood on one side of the counter and, behind the retail 
clerk, the vast majority of all packages were arrayed on 
shelves which extended from the floor to the ceiling. 
If you made a light, bulky product, such as toilet paper 
or corn flakes, you knew that the probability was that 
your package would be placed upon a very high shelf. 
You designed your container accordingly. You sacri- 
ficed illustration space and space ordinarily devoted to 
explanatory copy in favor of the biggest and boldest 
possible lettering for the product name and the trade 
mark. You chose bold, contrasting colors which might 
not have been pleasing to the eye, but which were cer- 
tainly startling. You subordinated every other factor 
in furthering your fight for consumer attention at a 
distance of from 15 to 40 ft. 

What are the conditions which the package is likely 
to meet today in the stores that control the largest 
volume of business? Standards have been set for 
store fixture construction which substantially shorten 
the distance between the package and the consumer’s 
eye and the package will not be placed upon the floor. 
The lowest shelf, on open display fixtures, is usually at 
least 8'/. in. above the floor level and is frequently as 
high as 19 in. above floor level. Your package will not 
be placed near the ceiling. The average side wall dis- 
play fixture in a modern store has its top shelf located 
at a height of 5 ft. 11 in. and the tendency has been, in 
recent years, to lower this height even below this point. 
Island displays seldom have a top shelf level higher than 
4 ft. 4 in. and, here again, the average is usually in the 
neighborhood of 3 ft. 6 in. 

A whole host of devices has been developed to 
permit the consumer to approach more closely to the 
package shelves. The so-called sham which forms the 





4. Open display at the cosmetic counter, as ap- 
plied to a recently remodeled drug store. Photo 
courtesy General Electric Co. 3%. Whether dis- 
played on island counters or side wall shelves, 
merchandise in this Los Angeles super market is 
always within arm’s reach of the shopper. @. Low 
shelves and wide aisles make for full visibility for 
virtually every package in this store, an essential 
since the only clerks are those who work near the 
cash register in the foreground. 9. To facilitate 
consumer access to packages, shelves and island 
displays are undercut. Note also how shelves are 
terraced. Photos courtesy ‘‘The Progressive 
Grocer.” $-9%. Before and after views in the 
G. A. Fischer drug store, Jefferson City, Mo 
Note how changes in fixture structure bring 
packages closer to consumer’s eye. Photos 
courtesy Grand Rapids Store Equipment Co. 































base of a display unit is frequently undercut so that the 
housewife can place her toes underneath the lowest shelf 
and can reach any package on the open display. 

This tendency has been developed to its highest point 
in the great grocery super markets where self-service 
operations demand full accessibility for every one of the 
hundreds and thousands of brands and items. But the 
tendency is not restricted to the grocery trade. Drug 
store shelves, once enclosed in glass, are now more and 
more frequently of open construction. Even where 
glass enclosures are still utilized, the bottom shelf has 
been raised off the floor to a point from 16 in. to 24 in. 
above ground level. Top shelves on modern store 
fixtures are almost invariably within easy arm reach. 
The upper areas of shelf space in the modern drug 
stores are rightly regarded as advertising space or space 
suited to architectural treatment rather than as mer- 
chandise storage and dispensing areas. 

Display windows, too, have shown a tendency to 
change. The old 20 ft. store usually had display win- 
dows 4 ft. or more deep. It was necessary to so con- 
struct these because the windows were not wide and the 
only way in which a volume of merchandise and a suf- 
ficient variety could be placed into the window was 
found through an increase in depth. The more modern 
store utilizes a frontage of from 40 ft. upward to 100 ft. 
or more. Windows are therefore capable of carrying an 
ample variety of merchandise, although depth is held to 
relatively shallow proportions, seldom over 3 ft. 

This tendency makes it unnecessary for packages to 
be designed to gain visibility from the back of a deep 
window. Type and illustration should be readable at a 
distance of 4 or 5 ft., but need not be readable at a 
distance of 10 or 12 ft. from the consumer’s eye. In 
some of the largest super markets, window display, in 
the accepted sense, has largely disappeared. Con- 
sumers enter the store directly from the parking space 
and all display is open display within the store. While 
this trend is by no means the dominant trend, it is 
indicative of the decreasing importance of what used 
to be termed visibility. 
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he question of package design visibility is not 
merely one of distance from the consumer. An 
improvement of lighting conditions within the store 
will increase the visibility of a given package or will de- 
crease the necessity for sacrificing other desirable ap- 
pearance factors in favor of bold type and strong color 
for the mere purpose of achieving visibility. 

Artificial lighting has improved markedly since the 
early years of the century. Within the last decade, this 
improvement has been substantially accelerated. Chart 
D indicates the increase in light output of a single type 
of bulb, the 60 watt, 150 volt Mazda lamp. The 
reader will note a gain of almost 100 per cent, over the 
period covered by the Chart, and a very substantial 
percentage gained in the last 10 years. 

Chart E compares the light produced, per watt of 
current used, as between the older incandescent lamp 
and the newly developed fluorescent type. Here again, 
changes have occurred within a short period of time. 

The importance of these changes, both in respect to 
the effectiveness of window display and store display, 


——Chart C 





THE RELATIVE EFFECTIVENESS OF THE FIVE 
SENSES IN ATTRACTING PEOPLE TO MERCHANDISE 


Gj SOUND 7% <&@® SIGHT 67% 
\ SMELL 3.5% <—>TASTE 1% 


Pi na TOUCH 1.5% 


Fail 











If the consumer is permitted to see the package under 
good lighting conditions and close at hand, 67 per cent 
of the sales battle will be won. Under modern store 
conditions, lighting equipment is from 1 to 100 per cent 
more efficient than any that was obtainable even 10 years ago. 


10. Typical store interior of 10 years ago. Contrast it with 
illustration Il the same store today. Photo courtesy General 
Electric Co. E2. A modern store poorly lighted. Contrast 
it with the same shelves with new light installations (illustra- 
tration IB). Photos courtesy Westinghouse Electric & Mfg. Co. 
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na recent survey of the influence leading to impulse 
buying, conducted by E. I. du Pont de Nemours & 
Co., Inc., display was shown to be the cause of 75 
plus per cent of such sales. That display value, within 
the store, has substantially increased in recent years, as 
a potential source of impulse buying, has been estab- 
lished in the preceding sections of this survey. This is 
due, in part, to the rearrangement of stores. In part, 
it is due to the increasing dependence of the consumer 
upon her own observation, in view of the self-service 
character of an increasing number of stores. It is 
further due to the increased size of the retail store 
which places more packages in open display position 
and fewer packages in far-from-the-eye positions where 
display value is limited, if it exists at all. Finally, it is 
due to the increased use of light, which has been shown, 
in repeated tests, to be a major factor in attracting the 
attention of the passerby. 

Chart G illustrates the rapidly increasing percentage 
of consumers stopped by a window display with an 
increase in illumination. Thus the use of 15-ft. candles 
of illumination, at a cost of 6 cents per hour, stopped 
only 10 per cent of those passing by. The use of 85-ft. 
candles of illumination, at a cost of 19'/, cents per hour, 
stopped 18 per cent of the passersby. The use of 100-ft. 
candles, in conjunction with color lighting, raised this 


Chart F 





DISPLAY 
75.10% 





REMINDER 
20.0% 


PRICE 
11.8% 


INFLUENCES LEADING TO IMPULSE BUYING 
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Chart G 


Lighting 


% Persons Stopped 


Illumination in Foot Candles 


g9¢ 13¢ 17¢ = :19%S 
Cost per Hour 


figure to 28 per cent. Attractive power increased 110 
per cent at an added cost of only 16 cents per window 
per hour. 


Under these circumstances, it will be readily appre- 


ciated that changes in store construction, window con- 
struction and store lighting offer an opportunity to the 
packager, provided—only provided—that the package 
be adjusted to the requirements of the new situation. 
The container which achieved so-called visibility in the 
market of 10 or 15 years ago will appear repulsive, 
garish and unattractive in today’s rearranged and better 
lighted store. A redesigned (Continued on page 104) 


14. A year ago, and for many years previously, the Harry 
Bichner market in Philadelphia looked like this. 14. Today, 
new lighting and new shelves have transformed this small store. 
Photos courtesy ‘‘The Progressive Grocer.” IG. A_ view, 
taken 40 years ago, at the Forbes & Wallace store, Springfield, 
Mass. Note the crude attempts at open display. I@. At the 
turn of the century, open display some times consisted of hang- 
ing merchandise on pipe-like structures above the counters. 
1%. A recent view in the same Forbes & Wallace store. Note 
change which has occurred, both in display methods and 
in the merchandise display potentialities of the transparent 
packages which are so prominently shown. Photos courtesy 
Monsanto Chemical Co., Plastics Division. 19-20. Two 
typical modern store fronts. Note brilliant illumination and 
shallow display windows. Photos courtesy General Electric Co. 
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The simplicity of this new molded cellulose acetate humidor 
for Twenty Grand cigarettes makes it an appealing gift 
It is a scientifically built humidor, with a trans- 
parent well in the inner portion of the lid which is designed to 


package. 


hold water. The unit is executed in combinations of red and 
white or blue and white. Molded by Master Plastic Corp. 
Cellulose acetate by Celluloid Corp. 


A new entrant in the cleansing pad market is Liquated Cold 
Cream Cloths, product of Tecor Co. A single dose ap- 
plication consists of a flannel square impregnated with liquid 
cold cream. This square is folded and packaged in foil which 
has been heat sealed. The single application packages are, in 
turn, packed 12 in a folding carton and 60 in a set-up box. Foil 
by Reynolds Metals Co., Inc. Folding carton by Randolph 
Box & Label Co. Set-up box by Globe Paper Box Co. 


*} These distinctive ring boxes are comparable in luster with 
*) the gems they contain. Both base and cover of the graceful 

boxes are molded in a variety of colors from transparent 
cellulose acetate. Color is applied by a patented process to the 
inside surfaces, showing through the plastic material. Tough, 
yet light in weight, the transparent plastic protects the deli- 
cate color beneath. Molded by Gemloid Corp. Cellulose acetate 
by Bakelite Corp. 


Attractive window cartons have been adopted by Inter- 
national Silver Co. for the marketing of Wm. Rogers & Son 

Kiddie Cups... Each cup is in its individual container, the 
opaque parts of ‘which are printed in gay pastels with nursery 
characters. The rigid transparent acetate windows permit a 
full view of the silverplate cups, while enhancing the luster of 
the products. Cartons by Sherwood Packages, Inc. Transparent 
acetate sheeting by Plastics Division, Monsanto Chemical Co. 
™ W. F. Schrafft & Sons Corp. ‘‘Golden Package”’ is reported 
@} to be the company’s most successful 60 cents per Ib. seller. 

The package adopted is an attractive one. A telescope box 
is used, covered in gold foil, the projected base being covered in 
red. Cover design employs a pleasing pattern. Foil paper by 
Hampden Glazed Paper & Card Co. 


omatic Coffee Roasting System has announced that hence- 
forth its licensed roasters will be supplied with aluminum 
foil bags in which to package Freshust coffee. In addition to the 
striking effect obtained by the use of three transparent colors, 
printed by rotogravure, on the bag, the combination of foil and 


fj After weeks of research and experimentation, the Fresh- 


waxed inner liner tends to preserve coffee freshness for a greater 
length of time. 
the use of a box bottom, providing sturdiness and rigidity for 
the container. Foil bags by Reynolds Metals Co., Inc. 


An interesting feature of this metal foil bag is 


™ Before introducing their two new beverage lines, Pam-Pam 


and Chuk-ker, to the public, Beverages of America, Inc., 
. . ' 
officials report that various consumer research surveys were 


conducted to ‘‘find out wkat the consumer wants.’’ Armed with 








information gained from consumers, the company set out to 
design two modern packages that would combine consumer 
appeal with practical use. Pam-Pam, the company’s non- 
carbonated real fruit beverage line, enters the field in stream- 
lined bottles on which appear three-color applied labels. A four- 
color appearance is given the label when the color of the various 
products shows through the lettering of the words ‘Real Fruit” 
and ‘“Beverages.’’ Chuk-ker, the carbonated beverage line, 
uses animated three-color applied labels. Bottles and applied 
color labels by Owens-Illinois Glass Co. Closures by Crown 
Cork & Seal Co. and Mundet Cork Corp. 


Champagne Velvet brand as ‘“‘The Beer with a Million 
Dollar Flavor,’’ they backed it up with a $1,000,000 flavor 
protection policy reinsured in 15 legal reserve insurance com- 
panies in the United States. A facsimile of this policy is litho- 
Can by Crown 


i When the Terre Haute Brewing Co., Inc., advertised their 
i 


graphed on the side of their new 12-o0z. can. 
Cork & Seal Co. 
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useful features of pocket watch and table or traveling clock. 

The ivory and gold colored set-up box is used for shipping 
the Clip Easel watch as well as for display purposes. The 
product rests securely in a die-cut platform. All necessary 
information concerning the unusual features of the watch are 
clearly indicated. A price tag is an integral part of the platform 
insert, yet this tag is perforated so that it may be removed when 
the watch is to be a gift. Box by Kalamazoo Paper Box Co. 
Designed by de Vaulchier, Blow & Wilmet, Inc. 


Q The Clip Easel watch, product of Westclox, combines the 
’ 


the novel promotion which, it is reported, resulted in 

more than 25,000 gift shipments of selected Colorado 
celery. The gift package is a regular corrugated box, water- 
proofed on the inside and printed in gay colors on the outside. 
For gift shipments, 12 stalks of celery are tied in a bunch, 
wrapped in parchment paper, then given an outer wrapping of 
heat-resisting paper. Corrugated container by The Hinde & 
Dauch Paper Co. 


if Colorado Celery, Inc., is the sponsor of this package and 


“the modern purrde gmeceaomuy” 
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is offered in alkali-resistant Kimble glass vials. The 

conveniently sized container is permanently labeled by 
the silkscreen method, recently made available for medical glass 
by the Kimble Glass Co. A paper wrap further protects the 
the package, as well as providing space for additional informa- 
tion concerning the product. 


Gelatin-Epinephrine, product of William H. Rorer, Inc., 


by the Borden Co. in attractive gold monogrammed 

tumblers. In order to show off the monogrammed 
tumbler and its contents to best advantage, the company has 
confined its labeling of this package to the closure with which 
the glass container is securely sealed. Thus the closure does 
double duty of identifying the product as well as preserving it. 
A feature of the closure is its ease of opening, accomplished by 
merely tearing off the metal band which holds the seal on the 
tumbler. The closure is lithographed in chocolate color on a 
gold background. Tumbler by Owens-Illinois Glass Co. Closure 
by Aluminum Co. of America. 


A new chocolate flavored syrup is now being marketed 












Fibre oil can 


hile in European markets, the development of 
substitute packaging materials has been a critical 
necessity, even before the war, this question has 
affected American packagers largely as a matter of 
future possibilities. Much speculation has existed as 
to the availability, in the near future, of certain vital 
packaging materials—including notably tin and rub- 
ber—and much research has been under way seeking 
suitable substitute package materials and constructions. 
While considerations of availability have been dis- 
cussed, the governing factors, at the present time, 
wherever a choice between packaging materials is pro- 
posed, have been the immediate elements of relative 
suitability for the purpose at hand and relative cost. 
Thus fibre cans and tin cans are not strictly to be 
considered as competitive in most cases. For certain 
applications, tin cans offer advantages. For certain 
other applications, fibre cans offer advantages. While 
the dividing line may shift with the development of 
new techniques, the line does exist and either type of 
package is seldom used as a substitute for the other in 
the sense in which such “ersatz” materials are utilized 
in Europe. 
One such shift in the dividing line would seem to 
be on the immediate horizon in view of the develop- 
ment of a new type of fibre can for motor oils. The 
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New container uses specially treated, convolutely 
wound paper walls in conjunction with metal ends 


degree of competition which this can may offer to 
the more or less standardized tin container is yet to 
be determined. The adoption of the new container, by a 
number of smaller refiners of oil, would seem to indicate 
the particular adaptability of the new container to the 
requirements of the small canner. Thus the new con- 
tainer is entering—to a degree—in direct competition 
with previously used containers, prior to any extensive 
dislocation of price structures and prior to the arising 
of any extensive shortages such as have occurred in 
Europe. If such shortages or price dislocations should 
later develop, this and other non-metallic containers 
would, of course, benefit greatly from a competitive 
point of view. However, at the present time, this is 
not a major element except as a potential future con- 
sideration which can only be estimated and guessed at. 

The new container is made possible by a number of 
recent developments. It is convolutely wound of 
strong, grease-proof liner board to form a 3-ply tube. 
Oil-proof, water-proof glue is utilized and the single 
inside seam is sealed with a newly developed moisture- 
proof and oil-proof resin compound. Interesting is the 
fact that domestic pulps are used for the high-test liner 
board which forms the tube. Ends of the containers 
are made of 100-lb. terne plate metal, crimped tightly 
to the fibre walls over an (Continued on page 102) 











Above: An ordinary spectacle case 
has here been adapted for holding a 
micrometer. The case is compact, 
holds the tool securely and, in addi- 
tion, provides protection for the prod- 
uct when it is not in use. The 
Morocco-covered case is resistant to 
oil. Below: Another type of case 
being used by Brown & Sharpe for its 
small micrometers. This particular 
container is made of plastic material. 
Oil-proof and sturdy, the case serves 
as a permanent housing for the tool. 
Note how snugly the micrometer fits 
into the base of the container. 


Repackaging precision tools 





he use of elaborate and reusable packages for the 
merchandising of tools is not commonplace, many 
manufacturers regarding such packages only as 
units for transporting the products. Brown & Sharpe 
Mfg. Co., however, has considered reuse possibilities, 
thus increasing the value of the tools to the workman. 
This company, at one time, did not give much 





Dial test in- 
dicators are now 
being merchan- 
dised in a metal 
container which 
replaced an ordi- 
nary wooden 
case. The metal 
case is so con- 
structed as to 
hold the various 
parts of the indi- 
cator in a com- 
pact manner. 
























































































thought or attention to packaging, using ordinary 
wooden boxes designed to serve principally as the ship- 
ping container. From time to time, slight changes have 
been made from the earlier boxes until, today, the con- 
tainers have considerably improved in utility as well as 
in appearance. 

Some of the changes are interesting to note. Some 
years ago, Brown & Sharpe furnished a Morocco- 
covered case for its micrometers, at an extra cost, in 
addition to the ordinary wooden box in which microme- 
ters of the smaller sizes are furnished. This is actu- 
ally an ordinary spectacle case adapted for holding the 
m-rometer and because of the handiness and compact- 
ness and also its resistance to oil, the case has found 
considerable favor as a permanent storage case. 

Within the past few years, the company has adopted a 
plastic case which is oil-proof and makes a very neat 
presentation. A metal case was adopted for dial test 
indicators, replacing an old wooden container. 
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year ago, Alfred D. McKelvy was an advertising 

man. Today he heads his own company, manu- 

facturing a line of seven men’s toiletry items packed 
individually and in a variety of combination sets. 
Within this year, the products have achieved an envi- 
able distribution in a series of top-notch department 
store outlets and plans are under way for substantial 
expansion for both line and distribution. 

A great. part of the success which Seaforth toiletries 
has enjoyed is credited to package design and to the 
merchandising attention which has been given to the 
containers—almost equal with that accorded the prod- 
uct itself. Designer as well as manufacturer, Me- 
Kelvy has tried to interpret the average man’s taste by 
applying his own taste. He selected crockery jars in 
two shades of brown, trade-marking them with a kilted 
Highlander and packing them in tweed-covered boxes. 


AG MODERN PACKAGING 





Designed for men—by a man 


Seaforth toiletries, after a full year’s test, have 
proved the masculine sales appeal of their package 


Deep brown closures match the 
printing on these pottery Sea- 
forth containers. Boxes use a 
private pattern outer covering 
paper in which brown predomi- 
nates, with red edging and lining 
papers to provide a background 
for the individual containers. 





Without a feminine note to the carload and with 
advertising emphasizing the masculine appeal of botlr 
packages and products, the line has picked up a sub- 
stantial volume of business from women gift pur- 
chasers as well as from men purchasing for their own 
use. Particularly interesting—and definitely reflect- 
ing the masculine approach—is the company’s price 
policy. Each item sells for an even dollar (instead of 
the feminine 98 cents) and combination sets sell in 
multiples of $1, depending upon the number of items 
contained in a set. 

The masculine approach is notable in an examina- 
tion of any of the packages. Geegaws and superfluous 
decorations are absent. Materials have been chosen 
for their solidity and for attractiveness of form rather 
than detail. The containers have low centers of 
gravity and will neither tip nor slip from the hand. 

















THE TRADE-MARK 
MARKS THE PACKAGE 





fi. To many an American, the simple line representation 
of the familiar Quaker man on the cylindrical package of 
breakfast food has become a synonym for the innate integrity 
of the Quaker sect. It has probably conveyed the Quaker 
character more graphically and more forcefully than all the 
combined pages in the history primers. After 60 years of 
service, this trade-mark continues to be the dominant sales 
force behind a product of long established reputation. 


ach year, as thousands of new and redesigned pack- 
ages make their debut in super market, drug store, 
hardware store or beauty salon, the bid for buyer’s 
attention and remembrance value becomes that much 
keener. Familiar ugly ducklings pass on their way, out- 
moded by the pressure of competition, and in their 
place appear clean, fresh-looking products better 
equipped for their job. As the eye and mind review the 
parade of improvement, one can observe how the level 
of design has steadily gone ahead. This evolutionary 
process has been especially marked these last ten years, 
for during this period a public consciousness has been 
stirred to appreciate and expect change and to appraise 
the manufacturer's progressiveness in terms of change. 
Within a decade, we have seen the movement towards 
package redesign gather momentum. Certain tenden- 
cies in design may be clearly seen. Pure colors, larger 
areas undisturbed by type or decoration, more legible 
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and logical type arrangements, banded treatments of- 
contrasting color, to mention but a few, may be con- 
sidered among the visual aspects of the newer order. 
In this modern technique, the place of the trade-mark, 
as it was conceived in yesteryear, has become more in- 
secure. Tendencies have been to eliminate it or reduce 
its position to secondary importance. The reasons 
for the unsympathetic reception are obvious, since in 
99 out of a 100 cases these trade-marks have had little 
value and served no real function except as decoration. 

In the process of house-cleaning, many poor trade- 
marks have been discarded or relegated from the face 
to the sides or the back of the package. Those that 
have survived stand out in greater contrast. They 
serve more than ever as sentinels to point out that plan- 
ning the symbol or trade character requires study and 
ingenuity going far beyond the customary concepts in 
package designing. 
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If we admit the importance of trade-mark influence 
as a miracle worker in modern merchandising, it is sur- 
prising how many manufacturers forget this when 
the matter of package styling is under consideration. 
Look at the crowded shelves in the various divisions of 
package stores. Your average local grocer may carry 
a thousand items, the super market may stock two 
thousand, your druggist may keep five thousand and 
your modern department store may sell from five to 
twenty thousand articles of great variety. How, then, 
out of this tremendously bewildering assortment can 
any human being, no matter how alert or retentive the 
memory, bear in mind the images of leading manufac- 
turer’s goods? The technique of product identification 
through trade-marking accomplishes for the seller what 
otherwise might be an impossible task. It sets his 
product apart from the rank and file and enables him to 
establish a symbol by which the consumer’s job of 
recognition and identification is made so much simpler. 

The manufacturer may choose his trade symbol from 
many fields. Figures or characters possessing real 
human interest, provided they are not easily dated, 
make excellent subjects. Figures like the Baker’s 
Chocolate girl, Old Dutch Cleanser girl and the Quaker 
man have a perennial appeal. Their costume is far 
enough removed from the present time to avoid any 
danger of obsolescence and the quaintness of a bygone 
day has an important psychological attraction. Other 
trade personalities with historical backgrounds include 
Johnny Walker, the famous globe trotting Scotchman, 
and Sir Walter Raleigh who symbolizes the smoking 
tobacco and cigarettes by the same name. Another 
fertile field for character study includes such varied 
figures as the Uneeda boy, Scott Thirsty Fibre man, the 
Clicquot Club eskimo, Planter’s Peanut man, Sunny 
Jim, Fairy Soap girl, Whitman Sampler messenger, 
Dutch Boy Paints, Jack Frost Sugar boy, the Flit 
soldier and many others. Examine these characters 
individually and it is easy to see why they possess 
memory value to a high degree. They symbolize sell- 
ing ideas capable of continuous exploitation and possess 
a many-sided versatility which enables the advertiser 
to apply them not only on packages, but in displays 
and advertising. 

The colored family of notable characters include the 
Gold Dust twins, Rastus—the Cream of Wheat chef, 


2. Very few trade-marks have the rare distinction of a fine 
arts background before being commercialized in print. Among 
these few may be cited the examples of Baker’s Cocoa, Hartford 
Life Insurance Company and White Rock Mineral Water. When 
a noted Swiss artist painted ‘‘La Belle Chocolatiere’”’ in 1785, 
twenty years after the first cocoa and chocolate plant was estab- 
lished at Dorchester, Mass., little did he realize he was de- 
signing what was destined to become one of the greatest marks in 
American history. Be Though thousands of washing powders 
and cleansers have appeared and some disappeared from the 
household scene, the Gold Dust twins continue to occupy a 
prominent spot on the pantry shelf. ‘‘Let the Gold Dust twins 
do your work”’ became the byword of every American housewife. 
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Aunt Jemima of pancake fame and Armour’s cook. 
Silhouette heads appear on several prominent lines of 
packages, notably the Ann Page line of A & P products, 
Marchand’s hair wash, Camay soap and John Paul 
Jones whiskey. Founder’s portraits have been the 
success of a number of package products, but principally 
when these products were so extensively advertised 
that the faces became familiar to millions on sight. 
Smith Brothers, Mennen, Douglas, Woodbury, Father 
John, King Gillette and others, to mention but a few, 
have been accepted among the immortals. 

Animals and birds, real or imaginary, make excellent 
symbols when designed in interesting fashion. Camel 
cigarettes and Dromedary dates use famous bactrian 
symbols. Bon Ami, Jonteel, White Owl, National 
<agle, Blue Goose, Birdseye and Swan’s Down repre- 
sent feathered friends in great variety. The animal 
kingdom is further represented with the entire 20-Mule 
Team, White Horse and Cow Brand baking soda. 

Abstract or geometric shapes have real possibilities 
and trade-mark value only when they break away from 
the more common, conventional forms. The Del 
Monte shield, the BVD oblique rectangle, the Heinz 
keystone, Beech-Nut oval, Fels-Naphtha four-pointed 
shape trade-mark which defies classification, the Na- 
tional Biscuit end-seal and the Wrigley spear are all 
outstanding for various reasons. In selecting them, the 
manufacturers must have been conscious of their un- 
usual display value for each of these has been used in 
dozens of ways and always serving to tie in with the 
package’s identity. 

The case for trade-marked goods is very clearly stated 
if we proceed to examine about a dozen outstanding 
brands upon whose packages huge successes have been 
built. By virtue of courageous pioneering at a time 
when precedents had not been clearly established, this 
handful of instances constitutes, for purposes of group 
study, a packaging Hall of Fame. The object lessons 
to be gained from a careful survey of these cases reveal 
that the force behind great trade-marks continues 
undiminished and that the needs for sound trade-mark- 
ing, if anything, apply more strongly than in the thinly 
covered markets and store shelves of yesterday. 

Let us start with one of the oldest cases of product 
identification through trade-mark heritage—that of 
Smith Brothers cough drops. Although the elder 


4. The business of H. J. Heinz is over 70 years old and dur- 
ing this period three distinct forms of trade-mark association 
have been featured. From the first, the ‘‘Heinz Pickle’? was 
generally used; then the ‘‘57 Varieties’’ slogan was featured; then 
again the keystone shape has identified all labels and packages. 
This does not represent a chronological sequence as several 
of these have run concurrently. The most persistent use on 
the packages themselves has been the keystone label. %. The 
portrait of Aunt Jemima is the face of the package, not merely 
incidental to it. The brand name and the descriptive lettering 
occupy a small part and serve merely to state ingredients, maker, 
etc. Why more packages have not been patterned after such a 
successful formula remains one of the mysteries of packaging. 
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Smith started in 1847 to offer “James Smith and Son’s 
Compound of Wild Cherry Cough Candy,” it was not 
until after the Civil War and the passing of their father 
that the sons William (Trade) and Andrew (Mark) 
started to brand their drops specifically with their por- 
traits. The storekeepers sold the drops out of glass jars 
and small envelopes were supplied for dispensing them. 
On both, the brothers introduced facsimile likenesses, 
in crude woodcut form, designed to forestall competi- 
tors from amongst a fast-growing group of imitators. 
From these envelopes came the logical development to 
the nickel package we know so well today. The Smith 
Brothers packaged item was unique and revolutionary 
in many ways and may truly be considered a forerunner 
in the entire field of packaged penny and nickel candy 
goods. By the use of their portraits, the Smith Broth- 
ers innovated a trend towards proprietary expression 
that may have had its effect upon subsequent users 
such as Douglas shoes, Mennen toiletries, Woodbury 
soaps and cosmetics, Gillette razors and blades and a 
score of others. By appearing on their own package 
eight times (four sides of the box showing the double 
portrait), the Smith Brothers hold an unusual record for 
trade-mark emphasis. The close tie-up between prod- 
uct and advertisement, wherein the founder’s portraits 
nearly always appear in prominent position, constitutes 
another argument for the ideal trade-mark package. 

In point of time, we find the next important steps in 
the direction of trade-marked goods in the breakfast 
food and cereal field. Ferdinand Schumacher, the 
“Father of Oatmeal,” starting in Akron, Ohio, and 
Alexander Hornby, in Craigville, N. Y., laid the founda- 
tions of branded breakfast foods. Schumacher, to- 
gether with William Heston who, in the ’60’s, invented 
the first machine for cutting oats, developed the begin- 
nings of the Quaker Oats Company. In 1877 the 
Quaker trade-mark was registered, but we have no ac- 
curate records to show just when the Quaker man ap- 
peared, nor when the first packages were introduced. 
The Quaker figure dominated the cartons and by the 
early nineties, with the aid of advertising, house-to- 
house sampling, cooking demonstrations, billboards and 
store displays, had become one of the country’s best 
known trade-characters. The qualities of industry, 
integrity and frugality led the officers of the company to 
originally pick the Quaker man for his job; likewise, 


@. One of the great immortals in advertising’s Hall of Fame is 
Rastus—the smiling Cream of Wheat chef. His portrait has 
been painted by more noted painters than the average American 
president. Since 1897, when he first began offering you his steam- 
ing hot dish of cereal, he has made millions of friends. While the 
package has been changed and redesigned from time to time, his 
is the smile that will not wear off. @- Many lines of foodstuffs 
like Beech-Nut, Del Monte, A & P, Iona, Heinz and others find 
it advantageous to feature a brand name and symbol. Form- 
erly the Beech-Nut brand oval changed its designation with each 
product name, but more recently this has been standardized so 
that the oval is constant. Large or small though the product 
may be, the oval is never missing from the face of the label. 
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the Quaker name spelled wholesomeness and purity for 
its product. 

H-O (Hornby’s Oats) had by 1880 graduated from 
the grocer’s barrel into labeled paper sacks put up at 
the mill in upstate New York. Not many years there- 
after, the new owner, Edward Ellsworth, spent con- 
siderable sums of money in advertising outdoors. The 
introduction of the figure of Oliver Twist, taking his 
porridge from the school cook at the brick stove and 
saying “I want some more,” struck a fresh note in both 
package and advertisement and soon developed into a 
most valuable asset at a time when human interest 
trade-marks were not common. The same progressive 
pioneering of Ellsworth established a broad field for 
cereal products. He added many more to his com- 
pany’s output, one of the most famous items being 
Force which found world-wide fame and almost in- 
stantaneous acceptance through the use of another no- 
table character, Sunny Jim. 

Sunny Jim made his debut at a later date, 1902, the 
younger of twin old gentlemen. His face had a peculiar 
attraction to young and old and the clever jingles and 
comic poses with which he was introduced soon took 
the nation by storm. Overnight, Jim became a na- 
tional figure. A million men and boys throughout the 
U.S. and Canada acquired a new nickname. The Force 
factories, reflecting the success of their beloved hero, 
worked 24 hours aday. A million dollar appropriation 
soon followed and preferred position was bought in a 
thousand newspapers. The spectacular success and 
meteoric rise of Sunny Jim demonstrated to advertising 
men the force behind a live trade-mark character ca- 
pable of widespread exploitation. While Sunny Jim 
has all but disappeared from the national advertising 
pages, his countenance still shines on the packages of 
Force, in testimony of almost 40 years of ups and downs. 

Aunt Jemima, celebrated ““Mammy” cook of the old 
South, and Rastus, the Cream of Wheat chef, occupy 
prominent niches in our Hall of Fame. Ever since 
1889, the Aunt Jemima Mills Company of St. Joseph, 
Missouri, has effectively used the smiling Mammy as the 
illustration on its packages. The red background is 
used in the pancake flour, while the yellow package 
designates the buckwheat, corn and wheat preparation. 
Legend has it that in the golden days before the Civil 
War, Colonel Higbee owned a vast plantation in 


%. The red, yellow and blue package of Old Dutch 
Cleanser, printed in dozens of different languages, travels 
to practically every corner of the globe. As a symbol of 
the commercial world, it has few rivals in popularity. It 
represents the highest ideal in identification value as count- 
less tests in the psychology of remembrance have proved. 
9%. The early printers of the Italian Renaissance de- 
vised a unique emblem that has become symbolical of 
the craft. It remained for the National Biscuit Com- 
pany io greatly enhance its fame by marking and label- 
ing every one of its products with the red ‘‘in-er- 
seal’”’ as a result of a former Chairman of the Board, 
A. W. Green, who loved rare books and fine bindings. 
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Louisiana along the Mississippi. The colonel’s hospi- 
tality was further accentuated by the fine victuals 
served in the Higbee menage. It was here that Aunt 
Jemima, a woman of great native intelligence and 
charm, held sway—and most famous of all her delicious 
dishes were her tempting pancakes. Aunt Jemima’s 
fame, in those crinoline days of gay parties and fine liv- 
ing, traveled far and wide. Today, the red and yellow 
packages, familiar to millions of households, pay tribute 
to her greatness. 

Rastus, another noted character—gift of the gay 
nineties, was born under different circumstances. One 
morning while at breakfast in Kohlsaat’s restaurant in 
Chicago, Mr. Emery Mapes, then one of the chief 
executives of the Cream of Wheat Corporation, spotted 
a handsome negro waiter. Immediately he visualized 
how his smiling face would add to the appearance of 
their dull package which at the time displayed a rough, 
crude, printer’s cut of a chef. For the offered sum of 
five dollars, the waiter agreed to pose and next day at a 
photographer’s studio ““Rastus,”’ as he was nicknamed, 
became one of advertising’s immortals. After the pic- 
tures were taken, the model dropped into oblivion and 
all future efforts to trace him proved fruitless. Since 
1897, when Rastus first appeared on the creamy yellow 
package, his form has been continually refined and the 
face of the package has been improved immeasurably. 
For a number of years, magazine pages featured paint- 
ings of Rastus by notable American painters until 
public acceptance of the famous chef placed him high 
up in the roster of advertising heroes. With almost a 
half-century behind him, his broad grin and white teeth 
continue to brighten the breakfast menu of millions. 

Gold Dust washing powder was another package 
leader born in the eighties. Its pickaninny trade-mark, 
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10. The charm and personality of the two 
elderly gentlemen known as the Smith Broth- 
ers, or ‘‘Trade’’ and ‘‘Mark,’’ increase as 
the years go on. At the close of the 
Civil War, the well-known portraits first 
appeared on candy bags and jars. They 
have defied all attempts at modernization, 
and though their whiskers have received 
an occasional trim, the perennial bloom 
of health indicates that they will con- 
tinue to enjoy many more years of success. 


originating in 1884, got store attention in the early days 
when very few products of its kind were displayed in 
packages. Paul Derrick, a successful advertising man 
who opened an agency in England, introduced the 
powder abroad. While there, he engaged E. W. Kem- 
ble, famous cartoonist, to draw a series of pictures show- 
ing the Gold Dust twins at work. Though not too suc- 
cessful in England, these pictures achieved instantane- 
ous popularity at home. Early in the twentieth cen- 
tury, “Let the Gold Dust twins do your work”’ became 
one of the most widely known slogans in America. In 
the meantime, the package underwent numerous 
changes from the earliest showing of the darky twins. 
With the advent of the Klondike Goldrush, the twins 
were featured sitting on a pile of gold coins and, except 
for minor refinements in package design from time to 
time, the pickaninnies remain the center of attraction. 

Heinz and his famous line, long since expanded be- 
yond the early boast of “57 Varieties,” has been known 
for many generations for the distinctive trade-mark 
labeling in the keystone shape. H. J. Heinz, who 
started peddling horse-radish in a pushcart in 1869, had 
built up a huge business by the nineties. Outdoor and 
novelty advertising, booth and fair displays, featured 
prominently in his advertising efforts. Many a child 
in the last 50 years might have been the proud possessor 
of a pickle charm or pin of which hundreds of millions 
have been distributed. One day in 1896, while riding 
in a train, Heinz conceived the idea for calling his line 
“57 Varieties” and from that day on, millions have been 
expended in various forms of advertising stunts to 
emphasize this phrase. For many years prior to 1893, 
the name Heinz on a pickle constituted the well-known 
trade-mark form, but breaking away from this, for 
obvious limitations of the (Continued on page 110) 
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STICKER-Ks 
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n the toy field, many manufacturers have attempted 
to so design their products as to attract and appeal 
to the child through color, design, shape, ete. On 

the other hand, the product package has not, in many 
instances, been designed to interest the child and thus 
to gain his approval. Since children constitute an eager 
and easily influenced market—as well as a good-sized 
one—Kits, Inc., manufacturers of educational toys, de- 
cided that careful package planning would enable them 
to exploit the children’s market to the fullest extent. 

The packages of Kits, Inc., containing sets of gummed 

colored pieces of paper and other materials in eleven 
standard shapes and sizes with which children can make 
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1940. Carrying the merchandis- 
ing motif still further, window car- 
tons with patented double-wall fea- 
ture make each box its own display 
Two new lines have been adopted. 
Note the design relationship, pro- 
viding a_ tie-up between’ the 
three items in the Kits family. 





(ov package talk 


Redesign experience of Kits, Inc., points the way 
for others seeking to exploit the ‘‘kid’? market 


almost any imaginable object, have undergone an inter- 
esting evolution to meet the necessities of merchandising. 

The original Sticker Kit was produced in 1938 in one 
size only. A set-up box was used. 
piled in one corner of the box without apparent order. 


The cut-outs were 


Grey paper was provided as the background for pasting 
the cut-outs. An analysis of sales in retail stores, how- 
ever, convinced the manufacturers that’ packaging 
changes would be necessary if volume of sales was to 
be increased and the particular type of trade they 
wanted was to be reached. 

The analysis disclosed that the exterior of the original 
package was too similar to (Continued on page 102) 


















EDBBS (Left)  Origi- 
nal package was ser 
viceable. Display value, 
however, was lacking 
IM89: (Right) Re- 
placed with other set- 
up boxes (3 sizes) with 
distinctive exteriors, 
showing many  possi- 
bilities of merchandise. 
Interior construction of 
the box was likewise 
replanned for increased 
reuse and display values 
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ARMSTRONGS — 
METAL CAPS — 


T’S so easy to give your package 

unity and harmony—with Arm- 
strong’s Metal Caps_ especially 
lithographed to tie-in with con- 
tainer and label. The _ brushless 
shaving cream packages of the 
Penslar Company offer an excellent 
case in point. 


enna apr tee 


Note how these smart metal clo- 
sures pick up the “pert penguin” on 
the container. Their striking, three- 
color lithography achieves perfect 
harmony in the completed package. 


es 


You, too, can provide package- 
harmony for your products. For Arm- 
strong’s Metal Caps faithfully repro- 
duce the private design you want. 


IT OTE 


They're also available in a wide 
range of standard shapes and colors. 

Their composition of high-grade, 
ductile steel provides a sure-grip 


re 


seal—one that’s easy to remove 
and replace. Single- and double- 
shells can be had .. . as well as the 


coal and sagty right type of liner for your specific 


product. Write us for all the facts. 
Armstrong Cork Co., Glass 
and Closure Division, 916 
Arch Street, Lancaster, Pa. 





. Armstrong’s Vt oe oe ee 


f SEPTEMBER ¢ 1910 oo 









Consumer 





Cost Accountant 


Production 
Man 


0-1 MARKETING MEN: report 0-1] RESEARCH DESIGNERS: mesh 0-1 PRODUCTION MEN: devise 
just what the final consumer consumer preference with pro- dollar-saving short cuts in fill- 
- wants in your Salespackage. tection in your Salespackages. ing, cartoning and shipping. 


F you like to play “safe,” consider the practical 

thinking offered by our unique Salespackaging 
service. Here belief and action are based on keep- 
ing each thumb upward at lowest possible cost. 

No guesswork is used. O-I Marketing Men find 
out, direct from consumers, what glass container 
and closure would induce them to turn “thumbs 
up” for your product. In the laboratory, O-I 
Research Men study your product’s make-up and 
chemistry. All facts in hand, O-I Production Men 


Shown, left to right: O-I “Syrup 
Decanter’’—handsome, convenient, 
favored by consumers for ‘‘table 
use."’ O-I *“‘Number to Jar’’ C105 
ounces)—wide mouth, ideal for 
bulk packing of vegetables, fruits, 
pulps. The new “‘Wide-mouth 16- 
ounce Jar’’— streamlined in appear- 
ance, lessened in weight, for pack- 
ing fruits and vegetables. The popu- 
lar ‘‘O-I Oval’’—straight-sided, 
large front-and-back label space— 
economical for pickles, relishes, pre- 
serves. Plain or lithographed O-I 
sales caps and sturdy corrugated 
cartons bring you complete packag- 
ing service. 


and Designers create a quality glass Salespackage 


that’s complete— container, closure and shipping 
carton. And once it’s delivered, with dollar-saving 
short cuts for you to use in filling, casing and 
shipping, your cost-accountant’s thumb goes up 
... Sky high. 

Since it’s that simple to be “safe,” why not talk 
to an O-I representative today? Owens-Illinois 


Glass Company, Toledo. 














Within the shining circle rests an 
Alka-Seltzer tablet, protected against 
deterioration by the heat-sealed com- 
pound foil and rubber hydrochlo- 
ride sheets. Note how the book-type 
label carries all necessary direc- 
tions, including selling copy for 
the larger sized druggist-sold package. 


Protective packet for Alka-Seltzer 


Miles Laboratories, Inc., adopts single tablet packet as part 


of campaign to widen use and availability of its product 


oO meet competitive practices and to increase the 
availability of its product and of its convenience 
in use, Miles Laboratories, Inc., decided some time 
ago to market a single tablet package. They sought, 
however, something that would represent an advance 
over previously available single unit types and, after 
extended research, have found—in a combination of 
package materials, machines and fabrication processes 
the means of attaining this desired result. 

The new package is formed of two strips of Pliofilm- 
lined aluminum foil. These are fed into a machine 
which automatically inserts and seals a tablet in its own 
packet between the strips. By this process, an indi- 
vidual air-tight container is formed which, it is claimed, 
assures the positive freshness of the product, without 
loss of strength, regardless of age. The foil capsule is 
attached, by crimp and heat-seal, to a book-type label 
which carries all necessary identifying and explanatory 
data and these, in turn, are carded on easel displays 
which facilitate marketing. 

This new Alka-Seltzer package offers Miles some 
distinct new marketing possibilities. It now makes 


available, for widespread distribution through other 


than their primary channel, the drug store, a low unit 
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cost package for casual purchase on the part of the con- 
suming public and brings to the company the ad- 
vantage of thousands, of new customers through addi- 
tional outlets, who will be able to obtain quick relief 
afforded by Alka-Seltzer. 
through the taverns, cafes, restaurants, roadside stands, 
etc., to whom the new 


This is made_ possible 


(Continued on page 112) 


Twenty-four packets 
are attached to this 
display card which is 
equipped with both 
easel and a_hang- 
ing eyelet to facili- 
tate use under all cir- 
cumstances. Pack- 
ets may be easily re- 
moved one at a time 











COLORS ON TIN CANS THAT SELL 
YOUR PRODUCT 




















OLORS that enchant the eye .. . that represent 
character and quality . . . that create desire and in- 
crease sales . . . that's what you want on your metal 
package. Whether it is candy or soap . . . lard or coffee 
...cookies or grass seed, your product in Heekin Litho- 
graphed Cans will have more salability . . . more punch 
. more consumer acceptance. Heekin Color Lithog- 
raphy on metal is famous for its true, lasting reproduction. 


THE HEEKIN CAN CO., CINCINNATI, OHIO 
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> HEEKIN -24cg2<p4ee Cans 
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From every corner of the land come American products, packaged in American 





materials by American labor on American machinery, to the All-America Pack- 
age Competition. Thousands upon thousands of different items, from heavy 
machinery to droplets of rare perfume, come to the All-America, packaged in 
every conceivable type of container. Last year, nearly 30,000 packages were 
entered in the Competition. And from them, by a board of expert judges, were 


picked the Award Winners and Honorable Mentions. 
These were News. 


And the American press took them, wrote of them, pictured them. Motion 
pictures and radio and television dramatized them to the American public. 
Hundreds of thousands of words and pictures in hundreds of publications—all 
stemming from the All-America, all going to enrich the prestige of the Winners. 
And from all over America came package-minded people to view a// the entries 
on exhibit in New York. For the All-America is representative of all of 


American packaging. 





It is now time to enter your packages and displays, your new machinery and 
production lines in the 1940 All-America Package Competition. You may 
enter any number of packages or displays in the 1940 All-America without 
cost or obligation. Write for as many entry blanks as the number of entries 
you wish to make. 


THIS WILL BE THE ONLY NATIONAL PACKAGE COMPETITION OF 1940 











10° ALL-AMERICA PACKAGE COMPETITION 


Chanin Building 122 E. 42nd Street New York, N. Y. 
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A typical gift-wrap service desk where consumers, desiring gift wraps, may get prompt and 


efficient attention. Anadequate display of dummy gift packages facilitates consumer selection 


Gilt packagingd—torce or fad? 


he exact value of gift packaging, hitherto a moot 

point, appears to have found an answer and one 

most definitely in the affirmative. While the cost 
of packaging, elaborate or otherwise, has always been a 
known quantity, there has not been in the past a way 
of measuring with any degree of accuracy the benefits 
derived from the use of gift packages. 

The question has particular pertinence in department 
store merchandising. Beginning with simple and in- 
expensive forms of gift packages, the department stores 
have been forced, through the fast tempo of inter-store 
competition, to constantly elaborate—-with a con- 
sistently mounting expense—their gift packages. As 
the costs rise, merchandisers have been more and more 
asking the question “What price gift packaging? Is it 
purely a result of competition or has it intrinsic value)” 

Timidly at first, they began to apply the thought 
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An analysis of the latest trends in the field, 
with an interesting answer to the problem 


that perhaps, in certain cases, the consumer might not 
object to paying an additional price for a particularly 
good-looking package, to enclose a specific product or 
for some special purpose. Individual departments 
in some stores blossomed forth with the half apologetic 
suggestion, “Of course we will wrap your purchase as 
a gift, free of charge, and ever so attractively, but, for 
a slight charge you may have .. .” pointing at an at- 
tractive array of unusual gift packages on the counter. 

Perfume, lingerie and baby gift| departments were 
the first to try out this idea successfully. 

A typical department with a gift package wrapping 
service operates as follows: A central gift’ wrap desk 
is set up. This is usually located at a point where 
customers are not only likely to congregate, but have 
some incentive to while away time. For instance, ladies’ 


lounges or balconies overlooking an interesting view of 














MOLES 


Pigs may look alike—yet differ. Breeding 
makes some ribbon winners—others are 
just pigs. 

And so with closures—they all look pretty 


much alike. But in reality there is a vast 


difference in closures. 


In the course of 50 years, CCS has become 
the world’s largest manufacturer of clo- 
sures for glass containers. Made of the very 


best raw materials, on the most modern 


precision machinery, carefully inspected 
during every stage of fabrication, CCS 
Closures are the finest and most dependable 


money can buy. 


Specify CCS Closures on your next order. 
They’re your assurance of greater consum- 


er acceptance for your package. 


Write for samples and prices — today! 


CROWN CORK AND SEAL CO., BALTIMORE, MD. 
World's Largest Makers of Closures 
for Glass Containers 














the store’s activities, near mailing desks and informa- 
tion booths are standard and possible places for the 
gift-wrapping desks. 

A chart of packages showing various price ranges is 
displayed for consumer convenience. In order to bring 
consumers to this gift-wrap desk, as well as to acquaint 
them with the existence of the service, dummy gift 
packages are placed at strategic positions on counters 
and show cases throughout the store. Consumers do 
not have to make the trek to the gift-wrapping depart- 
ment, but place their orders with the sales clerks from 
whom they make their purchases. 

The gift packages are redesigned every so often. 
The same care with which any merchandiser, specializing 
in selling seasonal or fashionable merchandise, gears him- 
self to the changing demands of seasons and fashions is 
exercised in the package designs. The packages of 
each department are chosen with an eye to specific gift 





FOR A SLIGHT Ado:T 
BOUGHT AT MACY’s 
WRAPPED IN ANY © 








Fancy papers, ribbons, ties and other 
accessory packaging materials are con- 
veniently near the sales clerk so that 
consumers may be serviced without 
delay. Sales clerks may take gift or- 
ders, so that consumers need not go to 
the gift-wrap desk unless they so desire. 
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occasions as well as to a particular fashion and season. 
} “The value of gift packaging” question seems to have 
been answered in the affirmative and by the consumers 
themselves. That they seem to recognize a value in 
gift packaging is indicated by the fact that they will— 
and do—pay extra for the service. Further, for what 
was intended as a seasonal attraction has become a year 
‘round policy, spreading until it has been found neces- 
sary to device a system whereby an entire store would 
feature and participate in the service. The “Gift 
Wrap For A Charge” service has turned countless items 
in all departments into gifts, items which were for- 
merly considered staple merchandise only. 

Credit: 
courtesy R. H. Macy & Co., Inc., whose gift-wrapping 


Illustrations accompanying this article 


service was devised in collaboration with the Chicago 
Printed String Co 


A close-up view of representative gift- 
wrapped packages, attached to a chart 
which may be placed in back of a gift- 
wrap service desk or in any depart- 
ment in the store. Note the clear 
indication of price so that the con- 
sumer need not be in any doubt as 
to the fee charged for a given gift wrap. 















HE Maryland Baking Company of 
Baltimore wanted an ice-cream-cone 
dispenser that would both effectively 
display and adequately protect the product. 
The Universal Machine Company found the 
answer in Eastman Acetate Sheet. 
Result is the compact, attractive, dust- 
proof dispensers shown above, that hold the 


cones in full view of every customer, yet keep 





them absolutely clean. 

The cone compartment is made of trans- 
parent Eastman Acetate Sheet—crystal-clear, 
rigid, and durable enough to withstand long 
use. Two-color printing directly on the sheet 
gives the display increased attention value— 
helps sell cones. 

Wherever you must combine effective pro- 
tection with full visibility, transparent Kast- 
man Acetate Sheet offers advantages that you 
cannot afford to overlook. Let us send you 
working samples of the size and thickness 
suitable for your particular problem... . 
Eastman Kodak Company, Chemical Sales 
Division, Rochester, N. Y. 





Eastman Acetate Sheet is available in rolls up to 40” 
in width and any convenient length, and in standard 
and cut-to-size sheets. Transparent type is furnished 
in 7 thicknesses, from .003” to .020”; matte-surface 
(translucent) type in .003”, .005”, .0075”, and .010”; 
colored (translucent) type in a wide range of light- 
fast pastel shades. All three types of Eastman Acetate 
Sheet can be scored, folded, pleated, fluted... take 
printing inks without wrinkling ... cement with an 
unyielding bond ...do not crack or shatter. The 
transparent type can also be molded and drawn. 
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anufacturing cooking and heating appliances for 
the export trade, Sun Flame Appliances, Ltd., is a 
firm particularly interested in the reduction of 
shipping costs, since such charges form a considerable 
item when export customers figure their “laid down” 
costs. In its constant search for more efficient, com- 
pact and inexpensive packing procedures, this company 
recently found itself able to achieve very substantial 
savings by the adoption of a redesigned corrugated con- 
tainer for unit packaging of kerosene-heated irons. 
The old container, a rectangular corrugated carton, 
measured 10°/,; in. by 4!/2 in. by 8 in. It was packed 
twelve to a shipping carton measuring 28 in. by 17 in. by 
12 in. Considered as being primarily a shipper, it 
neither possessed nor was expected to possess point-of- 
sale appeal. This has now been replaced by a new con- 
tainer, likewise of corrugated construction, designed in 
the shape of a Gladstone bag. From a point about 
midway up from the bottom of the box, the sides slant 
in toward the center to fit closely around the handle of 
the iron. <A corrugated tongue on one side fits into a 
slot on the other, effectively locking the box. 
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Sun Flame irons are now 
shipped in this “fit the 
product”’ slant-walled con- 
tainer which affords bet- 
ter protection and cuts 
freight bills by an aver- 


age of 90 cents per carton. 


bills cut by slant-walled carton 


. 


**Gladstone”’ shaped container reduces export 


shipping costs for Sun Flame Appliances, Ltd. 


Because of the “Gladstone” shape, twelve boxes, each 
measuring 10'/> in. by 4°/s in. by 7 in., can now be fitted 
into a shipping container measuring only 24'/2 in. by 15 
in. by 11'/; in. The saving in displacement totals 3.9 
cu. ft. or approximately 33 per cent, representing a very 
considerable sum in view of present ocean shipping rates. 

The more attractive shape of the new container has 
led the company to consider its possibilities in terms of 
display and eye appeal. Printed in green and black, 
the new box has been carefully designed to encourage 
dealers to favor it in display. The wording of the de- 
sign is in two languages——English and the language of 
the country in which the iron is to be marketed. Thus 
valuable point-of-sale advertising, which could not 
otherwise be garnered, is being obtained. 

Despite the substantial saving in shipping costs, 
averaging 90 cents per carton of twelve, the package 
cost of the new container is but a fraction of a cent more 
than that which formerly applied to the undecorated 
rectangular corrugated boxes. 

Credit: Containers designed and manufactured by 
The Hinde & Dauch Paper Co. 











SANITARY { 
Bow. FLUS! 


Though quality is often a much abused 
word, it is always of first importance to 
buyers of cans. 


It is just here that Crown Can has so much 
to offer, thanks to extensive buying connec- 
tions and unusually fine facilities for the 
fabrication of prime quality containers. 





With Crown, control is the watchword. Con- 
trol of plate, control of dies and tools, control 
of all equipment by the most painstaking 
and unremitting inspection and supervision. 


In short, Crown offers the progressive can 
buyer a thoroughly comprehensive can ser- 
vice backed by an interpretation of quality 
second to none. 


CROWN CAN COMPANY, PHILADELPHIA, PA. 


Division of Crown Cork and Seal Company 


BALTIMORE ST. LOUIS 
FORT WAYNE 





HOUSTON 


MADISON 
NEBRASKA CITY 


ORLANDO 





CROWN CAN 


INDEPENDENT AND HELPFUL 
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ls vour product a potential oilt? 


Stanley 


Tools—after several years of experimenting— 


answers the question with a broad line of holiday packages 


he line of demarcation between merchandise which 

can command a gift market and products which 

cannot profit by gift packaging has been growing 
more indefinite yeat by year. There was a time, in 
the 1920’s and earlier, when the phrase “gift merchan- 
dise” meant certain definite categories in the jewelry, 
cosmetic, toy, apparel and related lines. The change 
in public purchasing habits which arose from the eco- 
nomic stresses of the thirties, however, vastly altered 
this picture. 

On the one hand, gift givers began to adopt a prac- 
tical rather than a frivolous slant in governing their 
own selections. The recipient of a gift was much more 
ready to accept and to welcome items which would 
once have been looked at askance as being too prac- 
tical, too matter of fact, too utilitarian. Straitened 
pocketbooks, among all income classes, brought a wide 
variety of products, formerly considered too small or 
too inexpensive to be suitable for gift’ giving, into 
the gift category. 
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At the same time, many manufacturers who had 
never before considered the gift market as a logical 
field for exploitation found themselves forced to so 
consider it as a means of maintaining at least a sem- 
blance of their former volume of business. Hosiery 
firms, soap makers, electrical appliance manufacturers, 
hardware and tool makers and many others turned 
toward an examination of the possibilities of the gift 
market for this all-compelling reason. 

While economic conditions are, by and large, much 
improved in comparison with the middle thirties, the 
gift market has not reverted to what once would have 
been considered its normal limitations. An outstand- 
ing instance of the increasing penetration of the market 
by manufacturers who would once have hesitated to 
identify their products as gift merchandise is found in 
the wood-working tool field where Stanley Tools have, 
for several years, experimented on an ambitious scale 
with specially wrapped and cartoned tools for the 


home workman and hobbyist. (Continued on page 94) 


Designed with an eye 
toward display presen- 
tation, these Stanley 
tool boxes feature the 
company’s trade mark 
with adequate promi 
nence, yet not in such 
a manner as to be 
at all objectionable to 
the gift recipient, Note 
the wide variety of con- 
tainer constructions 
utilized to adapt the 
packages to the re 
quirements of the indi 
vidual tools packaged. 








Announcing... 


A NEW TYPE OF PAPER 


RIEGELS WET-RAP 


After many months of field testing and 
of commercial usage, we are introduc- 
ing Riegel’s Wet-Rap. This new type 
of paper offers a very high degree of 
wet strength ... at a moderate price. It 
is now in use for wrapping pork loins, 
celery, fish, poultry, and several other 
| products, as well as for crate liners and 


| milk can tops. 


In every case, its wet strength qualities 
. have been unqualifiedly endorsed by 
the users... and in every case a very 


considerable saving has been made. 


Riegel’s Wet-Rap is available in sheets 
or rolls, printed or plain. Write now 


for samples, prices and full information. 


RIEGEL PAPER CORP., 342 MADISON AVE. * NEW YORK, N. Y. 
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Simple vertical walls and 
shoulders, only slightly 
recessed, preserve a 
high ratio between in- 
terior capacity and 
exterior dimensions for 
the new Edna Wallace 
Hopper cream containers 


New opal jar meets drug act rules 


Simple, straight-walled containers for Edna Wallace Hopper 


creams have all label information lithographed on closures 


pal jars have, in the past, achieved wide adaptation 

among cosmetic manufacturers and others because 

of the appearance features which they afforded. 
When, in recent months, several such containers fell 
under the scrutiny of the Food, Drug and Cosmetic 
Administration and were condemned as deceptive, the 
impression was broadcast that such deceptive qualities 
are inherent in the structure and manner of fabrication 
of opal containers. 

That such is not the case and that it is possible to 
achieve beauty and practicality in opalware, within the 
limits set by Federal legislation, is now demonstrated 
by the new container recently adopted by Affiliated 
Products, Inc., makers of Edna Wallace Hopper creams. 

This company has recently restyled its packages, 


abandoning a previously used container in favor of 


newly designed opal jars. Sales are reported to have 
mounted to a point fully justifying the change. 

The new containers are straight-walled jars having a 
capacity of '/; oz. and measuring 1*/, in. in 
diameter with a height of 1 in. 
taining the cream measures approximately 1'/. in. in 
diameter and */,; in. in depth. 


The cavity con- 
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Shoulder has been restricted to a set-back wide 
enough only to result in a straight-sided package after 
the cap has been attached. Closure finish is of the 
four lug type, permitting of speedy removal of the single- 
shell cap and permitting effective, leak-proof resealing 
by the consumer. 

Since labeling on the side walls of such a container 
would present design difficulties and would obscure the 
attractive surface of the opalware, the company has 
placed all required label information on the litho- 
graphed closures. These have a silver base with red 
and black design and lettering. Family relationship 
between the three items in the group is achieved by 
means of similarity of cap design, with just enough 
variety to make the three types of cream easily recog- 
nizable by the retailer and the shopping consumer. 
This form of identification eliminates the cost of sepa- 
rate labels and, at the same time, permits the use of a 
single type of jar for all three products with a conse- 
quent reduction in the quantities required to be carried 
in manufacturing stock inventory. 

Credit: Opal jars and = lithographed — single-shell 
closures by the Hazel-Atlas Glass Co. 

















WITH THESE NEW 























Here are re-use packages that 
every housewife will welcome—real 
refrigerator jars. Good to look at and 
exactly the right sizes—easy to get at 





and no bumping of shelves. 

These new H-A refrigerator jars are 
as practical on the packing line as they 
are in the home. Available in four sizes— 
15%-oz., 161%4-oz., 30%-oz. and 32%-oz. 
Furnished with a two-color lithographed 
cap with the words “Refrigerator Jar,” 
or, if so desired, available with plain cap, 
or no cap at all. 

You will increase sales and good will 
with H-A refrigerator jars! 

Write for samples and information 


we 





HAZEL-ATLAS GLASS CO., wretine, w. va. 
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Food and Drug Act Administration 


Since the first of July, the Food and Drug Act has been 
in full force in respect to all of its provisions. The 
original Act and subsequent regulations and amend- 
ments postponed the date of application of various 
segments of the Act. All such postponement dates are 
now in the past. Administration of the Act is now 
under control of the Federal Security Agency, with the 
Food and Drug Administration a separate division of 
that Agency. The shift is, of course, from the Depart- 
ment of Agriculture. 
are contemplated. The former Chief of the Food and 


Few, if any, changes in personnel 


Drug Administration now bears the title of Commis- 
sioner of Foods and Drugs. 


Recent F.D.A. Rulings 


A number of recent rulings of the Food and Drug Ad- 
ministration, on points which have been questioned, 
serve to clarify the application of certain sections of the 
Act and serve to affect packaging or labeling practices. 
Among these rulings are the following: 

A ruling has been issued prescribing the quantities of 
bromide and acetanilid and combinations of these two 
which may be utilized in a drug without causing that 
drug to be classified as dangerous. The letter of the 
Food and Drug Administration which covers this point 
states, “Preparations containing the amounts of bro- 
mides and/or acetanilid mentioned, or smaller amounts, 
may be subject to action if they fail to bear in their 
labelings adequate directions for use or adequate 
warnings.” 

Another ruling indicates that the claim “healthful” 
on the label of a tooth powder will class the article as a 
drug. There are a number of products on the border- 
line to which this ruling would seem to apply, in addi- 
tion to such an obvious case as tooth powder. 

A third ruling states that the bottom of a candy box 
cannot be regarded as a prominent position (in the 
meaning of the law) for mandatory label information. 
The ruling further states that the Act is not satisfied 
with either placing a sticker or label on the top of the 
box, directing the purchaser to look on the bottom. 

Another ruling covers the question of packages used 
for display purposes and protective containers. Pack- 
ages designed to be used for display purposes must bear 
mandatory labeling just as if they were actual containers 
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designed for sale with the product. Protective con- 
tainers, which are to be discarded by the consignee on 
receipt, need not, on the other hand, bear mandatory 
labeling data. 

In another ruling, the question of label information 
on tags is covered. This interpretation permits the use 
of a tag affixed to the container and carrying the infor- 
mation required by the Federal Food, Drug and Cos- 
metic Act, provided that the tag and its information are 
sufficiently conspicuous. While this ruling respecting 
tags was contained in a communication which raised the 
question in respect to the packing of oysters in cans, 
barrels, bags or boxes, it is believed to apply as well to 
numerous other types of products and containers. 

Label regulations exempt open containers of fruits 
and vegetables from labeling requirements only if these 
A recent communication of the 
Administration would indicate that no action will be 


contain 1 qt. or less. 


taken where products in open containers bear no label- 
ing, even if these containers hold multiples of 1 qt. up 
to 4 qts. 


The Filling of Powder Containers 

The question of what degree of fill for containers which 
carry powders will be satisfactory to the Food and Drug 
Administration would seem to have been worked out 
under an agreement arranged by the Toilet Goods Assn. 
Under this understanding, containers will be filled to 
the top and then agitated so that settlement takes 
place. After settlement, the container will again be 
filled to the top. If at any time in the future, the 
powder has not settled to a point midway between the 
top of the container and the point to which the first 
filling settled, the percentage of fill will be judged to 
be satisfactory. Agitation will not be required follow- 
ing the second filling of the container beyond that 
which will naturally occur in standing or in transit. 
It is believed that in most cases a fill to 85 or 90 per cent 
of container capacity will be acceptable to the F.D.A. 


Simplified Practice Recommendations 

A group of simplified practice recommendations of the 
utmost importance to packagers and package manu- 
facturers has recently been submitted to industry by 
the National Bureau of Standards. The recommenda- 
tions, five in number, apply to (Continued on page 112) 
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Postage No 
4 ee Postage Stamp 
Will Be Paid Nercasaets 
by If Mailed in the 
Addressee United States 


BUSINESS REPLY CARD 
LOWE PAPER COMPANY 
Ridgefield 


New Jersey 
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YOU MAY USE RIDGELO CLAYCOATED 


BOXBOARD In YOUR 


USE RIDGELO 


CARTONS... 


YOUR MERCHANDISE CARDS 


Ridgelo claycoated boxboard has proved itself tops for 
cartons. Now you can follow through and specify Ridgelo 
claycoated cardboard for your merchandise display 
cards. 

Ridgelo cardboard gives you the fine printing qualities 
of its claycoa‘*ed surface plus the snap and stiffness nec- 


essary to hold items, stapled or stitched, firmly in place. 


Ridgelo claycoated cardboard adds eye-appeal to per- 
fumes, drugs, cosmetics, toilet articles, pharmaceuticals, 
candies, novelties—any product that is attached to a 
display card. Using less ink, these claycoated boards 
also give better reproduction of fine screen halftones or 
of solids. They may be embossed or brushed (for extra 


gloss) or varnished for selling punch plus! 


TRY RIDGELO CLAYCOATED FOR YOUR 


MERCHANDISE CARDS 


Nef fe 


PAT. OFF 
CARDBOARDS 


MADE AT RIDGEFIELD, N. J. 
BY LOWE PAPER COMPANY 


SEND POSTCARD FOR SAMPLES 


REG U.S PAT OFF 


Representatives: E. C. Collins, Baltimore * Bradner Smith and Company and Mac Sim Bar Paper Company, Chicago °* H. B. Royce, Detroit 
A. E. Kellogg, St. Louis ° 


Philip Rudolph & Son, Inc., Philadelphia 
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Display Baskets 
DO Se Goods 


Display Baskets, originally conceived and devel- 











oped by Forbes, are but one of the vital and 
mighty effective sales tools born of our constant 
and everlasting research in all phases of point- 
of-purchase and point-of-use merchandising. 


Research, originality, experience and craftsman- 
ship are our stock in trade; as close to you as 
your ‘phone .... A Forbes sales executive can 
help you! 


* * * 


Other products of Forbes creative ingenuity: 


DISPLAYS and POSTERS oe: | 
COUNTER MERCHANDISERS ) pee 
CARTONS, LABELS and WRAPPERS x hy 
PACKAGE INSERTS 
BOOKLETS and FOLDERS 
CALENDARS and ART PLATES 
BUSINESS STATIONERY 
PRINTED CELLULOSE 


* * * 
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Planning plastic displays 


by J. GORDON LIPPINCOTT* 


lastics have, for some years, been utilized in the 

display field, but only recently have they begun to 

assume an important position. Their wide range 
of colors and general consumer and dealer acceptance 
have undoubtedly had a great deal to do with the rapid 
rise of this new medium. Probably among the earliest 
plastic displays were those made from stock laminated 
sheet, used mainly by the cosmetic houses who were 
already appealing to the woman buyer with plastics 
in other mediums. These displays, fabricated from 
stock sheets and bars, seldom attained large production 
and the costs were usually quite high. This was ob- 
vious, since, added to material costs, there were expen- 


* Industrialgdesigner 





New display techniques are being developed to 
utilize unique characteristics of plastic materials 


sive assembly and finishing operations. Plastics have 
thus been thought of as a costly item. 

The discovery of the economy of a molded plastic 
display has been a gradual development over the past 
few years. 
aware of it, they probably tended to have some influ- 
ence toward creating this development. Their plastic 
trays, boxes and containers were gradually designed 
not only as units for holding merchandise, but also as 
attractive mediums for displaying merchandise. Here 
plastics were made in mass production. [t seems incred- 
ible that a material costing an average of 30 to 40 cents 
a pound could compete with steel at 3'/s cents a pound. 
In large displays, fabricated of sheet metal and wire, 


Although the cosmetic houses were not 
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Glass partitions hold Instant 
in order, permitting full visibility 


Broth packages 


is shipped knocked down—an economy in shipping and breakage. 
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plastics cannot yet perhaps can never—compete, 
that is, on floor stands and racks and counter displays 
much over a cubic foot in volume. But on the smaller 
displays, it has been found, in steel and wood assem- 
blies, that the labor cost per unit is often far greater 
in proportion to the material cost per unit. When 
this occurs, plastics enter the competition because the 
fabrication cost is low—a plastic part being substan- 
tially finished as it comes from the molds. 

Plastic displays may be broadly divided into two 
groups—merchandisers and non-merchandisers. Among 
the former, the G. Washington Coffee Refining Com- 
pany’s Ace display, illustrated here, is tops in display 
values. Here the company’s colorful new package is 
set off to its greatest sales advantage, with 100 per cent 
visibility through glass. The red molded acetate base 
contrasts pleasingly with the package, giving a display 
that is colorful, clean, attractive and of long life. But 
the novelty of this display goes more than skin deep. 
It is, perhaps, the first glass display on the market to 
arrive in the dealer’s hands knocked down—a great 
economy in shipping and breakage. 

The Johnson & Johnson Red Cross merchandiser 
indicates a new and rich field for plastic applications to 
displays. Here an illuminated 3-dimensional red cross 
draws the potential customer to a wire storage rack. 
The use of a molded plastic symbol or trade mark, to 
top a merchandising display, should appeal to many 
manufacturers. 

One of the simplest non-merchandiser displays is the 
I. Miller sign. It is made of sheet cast resin with stock 
cast resin rod legs, cement assembly. The copy is 
silkscreened. The appeal of this type of sign lies in 
its modern simplicity, plus the beauty of highly polished 
plastic of variegated color. The sign is substantially 
unbreakable and should enjoy an unusually long life 
on the dealer’s counter. It is an excellent example of 
a plastic display that can be manufactured without a 
die investment. 

The Schenley Red & Black Label sign is an example 
of a plastic application that is both functional and 
esthetic. The vertical glass supports on each end of 
the sign were injection molded of cellulose acetate of a 
color to harmonize with the ensemble. The display 
offers a variety of contrasting materials-—wood, glass, 
chrome and plastics. The toughness of the plastic has, 
in this instance, been found very efficient in lowering 
glass breakage. This application is typical of the 
opportunities available to combine plastics with other 
materials in a display, resulting in mechanical econo- 
mies and, at the same time, visual improvement. 

The Krueger Brewing Company’s illuminated display 
indicates the versatility of molded plastics, combining 
structural support with translucency. Here the entire 
supporting frame of the display is colored light, result- 
ing in an attention-demanding frame for the illuminated 
sign area. The quality of transparency is an important 
asset of plastics in displays. Using other mediums, 
copy on transparencies for striking effects has been 
utilized, but only now, with (Continued on page 106) 














THIS SPACE RESERVED 
for the painstakingly retouched 
photograph of the new press which 
it is customary to show when a 
lithographer buys a new press. As 





such an illustration is usually in- 
comprehensible even to advertising 
| men, and of no interest whatsoever 
except to the manufacturer and 
proud press purchaser, it has been 
advisably omitted from this adver- 
tisement. 











e TRADE ANNOUNCEMENT 


Einson-Freeman Co., Inc., is having installed a new 
Harris LSH Four-Color Offset Press, which reproduces 
150 screen lithography in four colors with a single 
printing operation. The speed is 4,500 four-color 
impressions per hour. The press takes a very large 
sheet, up to 50 by 69.5 inches. The LSH Four-Color 
Precision Press represents the very latest development 
in lithograph presses. 


So what?... is a real money saver, 
cutting the cost of the highest quality display lithography 
... The monster size sheet makes possible the printing of 
your regular display material plus the addition of extra 
side cards, counter cards or baskets on the same sheet .. . 
Our 150 line screen deep-etch process lithography will 
produce brochures, folders and catalogues on a par with 
the best standards of other forms of reproduction, and 
superior to many—and at a cost often well below that of 
fine letterpress work... This new press and its products 
will be available for inspection very shortly. 


e EINSON-FREEMAN CO., INC. Very Good Lithographers 
Starr & Borden Avenues, Long Island City, New York 
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Attractive and convenient are these counter display dis- 
pensers for Maryland Baking Co. ice cream cones. The 
cone compartment is made of rigid transparent acetate 
sheeting, providing both sanitary pretection as well as visibility 
for the cones. The compartment is detachable, so that the unit 
may be easily re-filled. Metal rimming at the top and bottom 
of the transparent reservoir provides necessary sturdiness. Sim- 
plex Vue-All cone dispenser made by Universal Machine Co. 
Transparent acetate sheeting by Eastman Kodak Co. 


») This compelling point-of-sale merchandiser was adopted by 
the California Fruit Growers Exchange for the counter 
presentation of Sunkist lemons. The patented display 

basket, executed in bright colors, holds an ample supply of 

lemons in a manner calculated to encourage self-service. An 
unusual feature of the basket is the incorporation of a transparent 
acetate front panel, designed to increase the display value of the 
merchandiser. Lithographed by The Forbes Lithograph Co. 
Transparent acetate sheeting by Celluloid Corp. 





°) This novel counter display shows the various steps taken in 
e) the fabrication of U. S. Rubber Co. True Blue golf balls. 

A rigid transparent acetate sheet shields the stage upon 
which the golf ball parts are shown, thus protecting the items 
against consumer handling and dust. Dark blue boxboard with 
gold lettering forms the background. Display made by Allvue 
Container Corp. Transparent acetate sheeting by Celluloid Corp. 


Richard Hudnut’s Marvelous matched makeup features the 

slogan ‘‘Keyed to the color of your eyes.’ The display 

piece adopted emphasizes this theme. Four photographic 
illustrations of girls are shown, each of the models being typed by 
the color of their eyes. Illustrations are so arranged on the dis- 
play card as to slant for better visibility when the easel-backed 
unit is set in upright position. Display designed and litho- 
graphed by Ketterlinus Lithograph Mfg. Co. 


A giant-sized reproduction, in full color, of a Calvert Whiskey 
Collins and an actual miniature wooden ladder are the out- 
standing features of this Calvert Distillers Corp. window 
display. The reproduction of the Collins is 24 in. in height, while 
the red ladder, on which a little man stands, is 2'/. ft. long. Side 
display pieces and a selection of the product packages complete 
the ensemble. Display made by Century Displays, Inc. 
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e A novel means of displaying a nail hammer is offered re- 
f) tailers by Stanley Tools. A cardboard unit is so die-cut as 
to hold an actual hammer in a natural striking position. 
The card is lithographed in four colors. Illustrations and accom- 
panying messages present important features concerning the 
product. A sturdy easel holds the card in upright position. 
Display produced by Munro & Harford Co. 


m™ The white seal balancing the ball has become a well-known 
character for the picturization of both the brand name and 
the idea of ‘“‘balanced blending’ for Carstairs White Seal 
whiskey. This display utilizes a coated cast metal seal, set on 
a cast metal base. The hollow lightweight metal castings are 
beautifully lacquer finished—white for the seal, black for the 
base. The ball is made of plastics and screws onto the display 
unit. Display produced by Bronzart Metals Display Co. 


) The principal sales feature of Hoffman’s Tom Collins Mixer— 
elimination of the mussy work of preparing it—is cleverly 
illustrated by this display. The slogan ‘Skip the Squeez- 

ing’’ is depicted by a photographic illustration, reproduced in full 
color, which enhances the humor and human interest of this unit. 
Display created and produced by Einson-Freeman Co., Inc. 


( P. Ballantine Co. has adopted a new method of window dis- 
play decoration, desiring to obtain maximum emphasis for 
its three-ring trade mark. The trade mark is printed on 

crepe paper, the paper, in turn, serving as background decoration 

for the silkscreened display piece seen in the foreground. The 
trade mark symbol is distorted in printing, but when stretched 
into position, it is brought to its normal proportion, as shown in 
the illustration. Display designed and printed crepe paper pro- 
duced by Dennison Manufacturing Co. Silkscreen work by Acme 
Window Display Service, Inc. 


good effect by Standard Milling Co. Not only is it a 
shipping box for the product, but also contains crystal 
glassware premiums offered with each purchase. Finally, it is 
used as a counter display for both product and premium. As 


A corrugated box that does triple duty is being used to 


received by the dealer, each package contains ten 5-lb. bags of 
Aristo flour, ten crystal ‘‘nappies’’ and a corrugated trough or 
shelf. The shipping container can be opened and converted 
into a counter display quickly and easily. The special trough is 
held in place by tongues which fit into die-cut holes at sides and 
back of the box. The outside of the container is printed in orange 
and black. Display panels are printed in red and blue over a 
white liner. Designed and manufactured by The Hinde & 
Dauch Paper Co. 
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PRODUCT OF STANLEY TOOLS | 
“The Tool Box of the World” | 
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Four counter displays for a variety 
of products are here shown. It is 
interesting to note how virtually 
every inch of interior space, in- 
cluding the area within the lift-lid, 
is utilized to carry merchandise. 


counter displays 


Tiered units protect product and facilitate shipment while 


insuring 


he dividing line between counter and package dis- 

play has been growing narrower with the years 

as an increasing number of packages are designed, 
with an eye on display effectiveness, and an increasing 
number of displays are designed as either shipping con- 
tainers or supplementary shipping containers to hold 
groups of packages. 

An interesting development along these lines has 
recently made its appearance, utilizing set-up box con- 
structions with hinged and drawer-type sections to dis- 
play assortments of merchandise in condensed space. 
When closed, this display construction forms a rec- 
tangular container which provides adequate protec- 





proper display in preferred counter locations 


tion for the product and which may be shipped in an 
outer wrapping or in a light-weight corrugated sleeve 
or box. In all cases, the top portion of the container is 
hinged, usually with a rivet construction, so that it may 
be set back at a suitable angle to provide access to the 
merchandise. The products are thus displayed both 
within the top hinged section and immediately in front 
of it in the container proper. When larger assortments 
must be displayed, a drawer is provided in the base 
and three display sections thus become visible. 

On display, a number of advantages are claimed for 
the construction, chief among which is compactness 
and attractiveness of ap- (Continued on page 114) 
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LERKOE DISTRS New YORK 


witohe slow lems 


INTO FAST SELLERS. 


When a buyer glances over the counter, 
does your product stop her? Has your 
card the eye-catching design and color 
that makes her buy? Quite often the 
difference between slow moving items 
and fast sellers is just a card. 















Pick-up in sales have been recorded for 
many items such as cosmetics, metal 
novelties and beauty aids when they 
changed over to an Addison “litho- 
class” card. 


Put your card problems up to us. Have 
us design a sales-building card and 
submit it to you. 








DISPLAY CARDS — CARTONS — LABELS — WRAPS — COUNTER DISPLAYS 


ADIISON LITHOGRAPHING COMPANY 


500 FIFTH AVENUE, NEW YORK ROCHESTER, N. Y. 64 WEST RANDOLPH ST., CHICAGO 
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Ntatuettes tell an “all year” story 


he display problems of some companies may be 
solved through the adoption of a single permanent 
display fixture—a metal or a wooden or a plastic 
cabinet. Other companies must seek a constant change 
of theme through the medium of a series of displays 
correlated with changing advertising and promotion 
campaigns and with seasonal changes in consumer 
interest in their products. 
The W. A. Sheaffer Pen Co. has found itself in a posi- 
tion midway,between the two described above. — Its bet- 
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SHEAFFERS 


Sheaffer Pen Co. highlights seasonal sales appeals 
with a single “‘stage”’ display and five scene changes 


ter dealers—fine jewelry and gift shops—welcome the 
substantial, permanent, three-dimensional type of dis- 
play. Its sales curve hangs upon a series of seasonal 
peaks coinciding with various gift-giving occasions, such 
as the return to school, graduation, Mother’s Day, 
Father’s Day and the June wedding rush. It has solved 
the problem in a most successful manner by offering re- 
tailers, on a deal, a single permanent display fixture 
which provides a stage setting at the proper season for 
any one of five symbolical statuettes. Thus the re- 
tailer is enabled to identify himself throughout the year 
as a Sheaffer pen dealer, yet may change the theme of 
his identification by utilizing whichever of the statu- 
ettes proves most appropriate at a particular season. 

The stage display consists of two heavy lacquered 
wooden shelves set as concentric circles before a back- 
ground formed by two golden tubes and arched by 
white composition board. The word “Sheaffer's” ap- 
pears in die-cut metallic letters at the top of this arch 
and an actual velvet drape hangs at the back to provide 
a suitable background for the gleaming white statuettes. 

These statuettes are cast over steel uprights which, it 
is claimed, provide great strength and resistance to 
shock. Although seemingly fragile, the construction of 
the statuettes and their shipment in a special container, 
with floating carrier supports, combine to produce a 
virtually non-existent breakage record. Of some 5000 
shipped to date, only two have been returned by dealers 
because of breakage, it is reported. 

Each statuette repesents a pair of figures symbolizing 
one of the five themes. A boy and girl march hand in 


hand to school. In caps (Continued on page 114) 


Above is seen a single statuette set before velvet drapes on the 


stage display. Below: The complete set of five topical figurines. 
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MERIT has just about every facility from the first rough lay- 
out, to the most intricate finishing services right under its own 
roof. All the departments of display creation: art work, silk 
screen, printing, die-cutting, mounting, etc., are integrated into 
a smooth organization especially adapted to the solution of 
difficult display problems. Small runs of large displays, large 
runs of small displays, broken runs and a host of other tough 
assignments are routine with us. 


MERIT DISPLAY CARD COMPANY 


36 West 20th Street CHelsea 2-4217 New York City 





SEPTEMBER « 1940 B33 














Manufacturers who keep up with the times, who pride them- 





selves on recognizing value when they see it, are eyeing with 
interest the performance record of our FA type machine. 

Already being used by more than a hundred manufacturers, 
the FA is really doing a job! In plants producing items put out 
in many different sized packages, the FA is wrapping the 
entire line efficiently and economically. Its extremely wide 
size range makes this possible. 

The FA's versatility is strikingly illustrated by the picture 
at left which shows only a few of the many styles of wrapping 
it produces. In addition to ordinary cartons, this machine 
handles extension-edge boxes, open boats and turned-up-side 
trays. Also, note the long, flat Talon Fastener wrap shown. 

May be equipped to use any type of wrapping material 
transparent cellulose, glassine, foil, waxed paper, or plain 
paper wrappers. Printed material may be used in economical 
roll form, with printing registered accurately by Electric Eye. 

These few facts about the FA show why it is being so 
widely acclaimed by manufacturers in many different indus- 
tries. Undoubtedly, you will want to know more about this 
remarkable machine. 


Consult our nearest office or write for literature 


PACKAGE MACHINERY COMPANY, SPRINGFIELD, MASS. 
NEW YORK CHICAGO CLEVELAND LOS ANGELES TORONTO 
Mexico, D. F.: Agencia Comercial Anahuac, Apartado 2303 
Buenos Aires, Argentina: David H. Orton, Maipu 231 


Peterborough, England: Baker Perkins, Ltd. 
Four sizes of Salada Tea packages wrapped on the FA Melbourne, Australia: Baker Perkins, Pty., Ltd. 


PACKAGE MACHINERY COMPANY 





Over a Quarter Billion Packages per day are wrapped on our Machines 
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Old art in a new plant 


nter the packaging bays of G. F. Heublein & Bro. 

plant, on the outskirts of Hartford, Conn., and you 

picture yourself in the modern plant of a business 
as new as yesterday. But go to an upper floor, where 
replicas of traditional pot stills are busily distilling 
Milshire Gin, and you realize that here is a business 
which, in strange ways, combines the traditions of the 
past with modern production methods. 

The history of the firm is a most interesting one and 
serves to cast light upon some of the otherwise inexpli- 
cable aspects of its present-day business. Knowing 
nothing of the firm’s history, one might wonder, for 
instance, just what is the relationship between two of 
the firm’s major products, the famous A-1 Sauce and 


Heublein’s traditional pot stills feed 
a modern, flexible bottling plant 


distilled gins. The linkage between these and other 
products of the company is to be found in the old 
Heublein hotel, founded in the middle of the 19th 
century by Andrew Heublein and continued for some 
time by two of his sons. 

Old Andrew imported wines, liquors and condiments 
for his own hotel’s needs and gradually acquired so 
high a reputation that he was forced to develop the 
business into a separate organization to meet the 
demands of others. A tradition in Hartford was estab- 
lished when people discovered that, with the proper 
inducement, they could have Heublein prepared cock- 
tails sent to them for parties, picnics, etc. From this, 
it was but a step or two—over a period of years—to the 
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I. A view of the straight-lined vacuum filling unit, capable 
of filling 12 qts. simultaneously. 2. Labeling machines, 
mounted for portability, are used to apply the Government 
strip stamp over the top of the neck of each bottle. %B. Con- 
tainers proceed down long belt tables to groups of girls who 
apply viscose secondary seals. Tissue wraps are likewise 
applied here. 4. Finished merchandise is held on movable 
platforms or skids for transfer to freight cars or to trucks. 
The loading platform is set at truck floor level and movement 
of cases into trucks is facilitated by wide doorways which 
may be closed by an overhead door installation. %. A 
general view of the principal packaging line in the plant. 


bottling of prepared cocktails for shipment to an ever 
expanding list of Heublein customers located all 
over the country. 

The Heublein founder entered into a study of gin 
manufacture and went to England to further pursue his 
researches. From London, he brought back the first 
of the company’s pot stills and, as the business grew, 
others were modeled after this original. Eventually, 
the liquor and sauce businesses were separated from the 
hotel and housed in their own buildings. Some time 
later, the hotel passed into other hands. 

The company concentrated on manufacturing and 
importing until the passage of the 18th Amendment 
forced it to restrict its activities to the preparation of 
A-1 Sauce. The old pot still was placed in storage 
and on a number of occasions was on the verge of being 
sold for scrap. Somehow or other—whether because 
of sentiment or foresight—the company’s officials never 
did let the still go and when repeal came, duplicates of 
the original model—plus a few more modern attach- 
ments—were carefully built and ready for production 
for an expanding American market. 

A new plant was opened, but this shortly proved in- 
adequate to meet demands and the company separated 
its production facilities. A-1 Sauce was manufactured 
in one plant in downtown Hartford, while on the out- 
skirts of town, a plant was bought and completely 
rebuilt to provide some 200,000 sq. ft. of space on a 


10-acre site. Here, with room for expansion and time 
for planning, the company has built what it considers 
to be a model production plant, equipped for the 
efficient manufacturing and handling of a relatively 
wide range of liquor prod- (Continued on page 108) 
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Bulk quick-lreezing package 


New latex bag-lined carton designed 
for use with liquids and semi-liquids 


ial 








ombining two previously available materials, a new 
type of package has been developed which, it is 
claimed, is particularly suited to the bulk freezing 
of liquids, such as fruit juices, and of semi-liquids, such 
as cracked eggs and syrup pack fruits. The container, 
it is further stated, may likewise be used for bulk solids, 
such as peas, beans, berries, etc., and is available in 
units capable of carrying from 10 to 50 Ibs. 

The new package consists of a latex bag, stretched over 
a specially designed fibreboard collar which facilitates 
the handling and filling operations. This bag is set into 
either a solid fibre or corrugated paperboard container 
of special design. 

One of the outstanding advantages claimed for the 
new container lies in the fact that no heat-sealing or 
other mechanical equipment is necessary to achieve 
adequate closure for the inner bag. To form a closure 
which, it is maintained, will be air-tight and moisture- 
vapor-proof, the collar is merely twisted three or four 
times and locked into position in the fiberboard outer 
container. The closure is thus maintained and the 
collar prevented from untwisting by its relationship to 
the side walls of the outer container. 

After defrosting, the bag is readily untwisted by the 
consumer and the wide opening through the collar again 
provides a convenient means of unloading the bag, 
either by dipping or by pour- (Continued on page 9%) 


H=2-:8. Successive stages in the insertion, filling and sealing 
of the latex bag in the new quick-frozen food container for 
bulk shipment. 4. A modification of the outer container, de- 
signed to facilitate its use as a unit package for the housewife. 








SEPTEMBER « 1940 87 

















Ethvlcellulose rigid container sheeting 


by SHAILER L. BASS and F. C. DULMAGE, JR.* 


Addition to transparent sheeting family 
offers some unusual fabrication features 





ithin the last half year, a new transparent sheet 

material—made of ethylcellulose sheeting—has 

become available for use in the fabrication of trans- 
parent rigid containers. The material possesses a num- 
ber of unique properties which readily adapt it to the 
mass production of such containers, particularly when 
used in gauges over 0.003 in. Particularly noteworthy 
are the flexibility and toughness of the material, qualities 
for which a demand has long existed. 

Ethylcellulose sheeting owes its inherently high flexi- 
bility and toughness to the raw material from which it is 
made. It does not depend upon plasticizers for its 
ability to stand cold folding or scoring without the 





* Cellulose Products Division, The Dow Chemical Co. 


Here shown are containers in round and octagonal shapes, 
illustrating the deep drawing possibilities of ethyl- 


cellulose sheeting. Square, hexagonal and irregular 


shapes can be as readily drawn to a substantial depth. 
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breaking or cracking observed with some other trans- 
parent sheets. 

This material contains no volatile plasticizer and is 
unaffected by long exposure at elevated temperatures or 
under ultra-violet light. It thus retains both its original 
flexibility and toughness on aging or on exposure to 
sunlight. 

Packages made from it meet the demand for shatter- 
proofness at sub-zero temperatures, since its flexibility 
is not affected appreciably by its moisture content. 
Ethylcellulose sheeting is stable to heat at temperatures 
required for heat forming or drawing and packages so 
formed show no brittle areas. 


Dimensional Stability 


The linear coefficient of thermal expansion of bone-dry 
ethylcellulose sheeting over a temperature range from 
—10 deg. C. to +50 deg. C. is 10XK10~*. That is, the 
expansion in length per degree centigrade rise is about 
0.01 per cent. The expansion with heat is thus about 
the same order of magnitude as that for nitrocellulose, 
12-16 X10, or cellulose acetate plastics,'! 14-16 10-5. 

Dimensional changes in packages, caused by wide 
variations in atmospheric conditions, are so small as to 
be negligible for most applications. This is principally 
due to the fact that the new sheeting absorbs very little 
moisture over extreme variations in humidity. The 
moisture content of the material in equilibrium with an 
atmosphere at 70 deg. F. and varied relative humidity 
is shown in the following table. 


Moisture Absorbed by 0.005 in. Ethofoil 
610, at 70 deg. F. after 300 Hours’ Exposure 


Relative Humidity Moisture Content 


0) 0 
50 LS 
90 23 
Immersed in water 2.6 


Ease of Fabrication 


The new material is readily fabricated by methods now 
widely used for transparent plastic sheeting. Its 
toughness permits it to be stapled, riveted, crimped or 
sewn to other materials. Although it can be folded 
double at ordinary temperatures without cracking on 
the fold, folding at moderately (Continued on page 102) 





1 Modern Plastics, October, 1939. 
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AS GUARANTEED! 







Fo. nearly five decades Pneumatic has built 
its reputation on keeping every performance prom- 
ise. The leaders know that when Pneumatic ac- 
cepts an assignment it will be carried out to the 
letter. Yes, we are conservative at times but when 
we guarantee speeds and accuracies we see to it 
that you get them. 


That’s another reason why Pneumatics always in- 
sure lower cost per container. 


WHO USES PNEUMATIC MACHINES ? 
* * * 


PACKAGING 

RALSTON PURINA CORN PRODUCTS 
NATIONAL BISCUIT CALIFORNIA PACKING 
QUAKER OATS GENERAL MILLS 
MAXWELL HOUSE PILLSBURY FLOUR 
BEECH-NUT LEVER BROS. 

and Hundreds More 

BOTTLING 
LADY ESTHER PARKE, DAVIS 
OLD MR. BOSTON WILDROOT 
WALGREEN JOSEPH BURNETT 
ABBOTT LABS. BRISTOL MYERS 
BAYER ASPIRIN SEAGRAM'S 
LEHN & FINK and Hundreds More 


ae . PNEUMATIC SCALE CORPORATION, LTD. 
? A a 71 Newport Ave., North Quincy, Mass. (Norfolk Downs Station) 


Branch Offices: 
NEW YORK + CHICAGO + SAN FRANCISCO + LOS ANGELES 


«PNEUMATIC 


PACKAGING € BOTTLING EQUIPMENT 
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AUTOMATIC MOLDING OF 
THREADED PARTS 


Closures and other threaded molded parts can now be 
automatically molded as a result of a recent develop- 
ment of the F. J. Stokes Machine Co. This firm, 
which has for some time manufactured automatic 
molding presses, has now developed, as an attachment 
to its presses, an unscrewing device which, it is claimed, 
makes possible the production of threaded plastic mold- 
ings in a completely automatic operation at production 
rates up to 1,000 or more per mold-cavity per day. 
Standard machine threads, internal or external, of 








any desired pitch, may be molded, the speed of the un- 
screwing device being readily adjustable to that of the 
pitch of the thread. Ejection is positive and takes 
place at the same time the mold is opening. Thus 
there is no loss of time or lengthening of the molding 
cycle in producing threaded parts. By mounting 
separate molds in the machine and charging each mold 
individually, one-, two- or three-threaded moldings can 
be made simultaneously. Single-, double- or triple- 
powder feed mechanisms are provided to charge each 
mold with an accurately metered amount of material. 

The machine, being completely automatic, requires 
no operating attention, except to occasionally refill the 
hopper with molding powder and remove finished parts. 
It is kept in continuous operation, 24 hours per day, 
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utpment oul Whaterials 


NEW DEVELOPMENTS IN PACKAGING MACHINERY ¢ METHODS and SUPPLIES 
y) 


and one man can tend a large battery of machines. 
Since several operations are performed simultaneously, 
the molding cycle is remarkably short. 
mold practically eliminates flash, saves molding mate- 
rial and finishing costs, it is claimed. Large output per 
cavity reduces mold cost per piece, it is reported. 


NON-METALLIC COLLAPSIBLE TUBE 
WITH NEW TYPE CLOSURE 


The Cavalier Cap Corp. has announced the develop- 
ment of a newly patented, non-metallic collapsible tube 
available both with ordinary screw caps and with a new, 
fully automatic, molded plastic closure. The tube 
bodies are formed of clear transparent or tinted rubber 
hydrochloride or vinyl sheet material and, it is claimed, 
may be decorated with either direct or reverse printing. 
Tubes will be available in crystal clear, opaque, trans- 
parent and metallic colors. 
are available only in the '/: in. diameter size equipped 
with automatic dispensing closures. Machinery is now 


A positive type 


At present the containers 





in the process of manufacture, it is reported, to permit 
the fabrication of other sizes and constructions. 

The tubes are designed to be filled on standard tube- 
filling machinery and may be closed either with a heat- 
seal crimp or a metal clip. The new automatic dis- 
pensing cap is available both on the non-metallic tube 
and for use with conventional types of metallic collapsi- 
ble tubes. 
of molded plastics as to fit over the thread of the tube 
in the same manner as a conventional closure is now 
applied. A spring device causes a plastic plug—which 


In the latter case, the cap is so constructed 














ANOTHER NATIONALLY KNOWN PRODUCT 
PACKAGED ON STOKES & SMITH NEVERSTOP 
CARTON FILLING AND SEALING MACHINERY 


TIGHT SEAL, NON-SIFT, 
ACCURATE FILL, HIGH 
PRODUCTION, SMALL FLOOR 
SPACE, LOW MAINTENANCE 


The Neverstop, as its name implies, auto- 
matically feeds the cartons and seals them 
while in continuous motion so that high 
speed production is obtained with slowly 
moving mechanisms. 

For materials which should be weighed or 
require an auger feed, automatic gross or 
net weight scales give accurate weights and 
all of the advantages of the Neverstop 
method of feeding and sealing the cartons 
are combined with the weighing or auger 
feed filling machines. 

For smaller cartons a made-up bag may 
be used as a liner, this bag being auto- 
matically fed and inserted into the carton 
before the filling operation and after filling 
automatically folded into the top seal of the 
carton to make a tight closure. For larger 
cartons the liner is taken from a roll and 
made into the carton before filling. 

The Sealing Machines may be furnished 
for the hand feed of cartons or with an 
automatic carton feed which refolds the 
carton before insertion in the carton pocket 
of the Neverstop. 

An extremely tight seal is secured. All of 
the flaps of the carton are glued and the 
first wide flap to be folded is crowded over 
into the fold of the second wide flap as it is 
being folded down. 

Detailed information will be furnished 
upon request. A sample package will help 
in specifying equipment. 








Write for Information 





Neverstop Carton Filling and Sealing Machine at the National Biscuit Co. 









STOKE MITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
Frankford, Philadelphia, U. S. A. 
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may be molded of contrastingly colored material—to 
close the cap orifice after each ejection of tube contents. 
When pressure is applied to the tube, this spring-held 
plug opens and dispenses automatically, closing auto- 
matically when pressure is removed. 

At the present time, molds are available for the pro- 
duction of caps to fit No. 16 tube necks. Other sizes, 
it is claimed, can be produced on order. 

It is stated that the new closure may be utilized either 
as a premium insert, with tubes equipped with conven- 
tional types of closures, or as a permanent fixture. In 
the latter case, the use of viscose secondary seals is 
recommended as an added precaution against the creep- 
age of glycerin over long storage periods. 


DUST COLLECTOR 


The American Foundry Equipment Co., Mishawaka, 
Ind., has announced the development of a new as- 
sembled type “Dustube”’ dust collector, equipped with 
a hand-operated shaker and a bin hopper. The equip- 
ment is said to be ideally suited for the collection of 
dusts created by grinding, tumbling, sand blasting and 
similar processes and it is also efficient for trapping 














dust having a recovery value. The dust-laden air 
enters the dust collector housing through the side and 
passes into a settling and equalizing compartment. 
Through expansion in the equalizing compartment, 
the air velocity drops and flow is distributed over the 
entire settling area. The air then flows over and away 
from the storage hopper, causing the heavier dust 
particles to be thrown from the air stream and settled, 
the fine particles floating upward into the filter tubes. 
The clean air passes through the tubes and into another 
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equalizing chamber prior to discharge. At intervals, 
the exhaust fan must be shut down and the tubes 
shaken. The accumulated dust is removed through the 
hopper valves. 


TAPE-BANDAGE WRAPPER 

The Package Machinery Co. has announced the de- 
velopment of a new wholly automatic machine for 
wrapping, double-sealing and providing an opening 
string for individual tape-bandages. The machine, it 
is stated, may work with glassine, cellophane or Plio- 





film sheeting, cutting the material from the roll and 
forming and sealing the wrap. Speeds from 125 to 
150 individually wrapped bandages per minute are 
claimed. An easy-opening string is applied to each 
individual pack for consumer convenience and to facili- 
tate opening of the otherwise tight seal. Through the 
use of this machine, it is claimed, manufacturers will be 
able to maintain bandage sterility and complete indi- 
vidual protection for bandages. 


HANDWHEEL SPEED INDICATOR 


Reeves Pulley Co. has announced a new improved 
type of handwheel speed indicator for use with the 
company’s variable speed transmission, vari-speed 
motor pulley and motodrive. This equipment, known 
as the Speedial, is said to accurately indicate speed set- 
tings of the different units. The actual indication is a 
definite number of turns of the speed shifting screw of 
























Three types of dentifrices, each in 3 differ- 
ent sizes, and a mouth wash in 4 sizes must 
travel safely from the Pepsodent factory to 
thousands of dealers all over America. Every 
individual carton must reach the retailer as 
fresh and unmarred as when it was packed 
in Chicago. 


To provide the protection that its products 
must have, Pepsodent packs and ships in cor- 
rugated containers, wire stitched for greatest 
strength and safety on Morrison Wire Stitch- 
ing Machines. Five Morrisons, in daily use 
at the hands of skilled girl operators, have 
long since proved their value by high-speed 
efficient performance. 

Pepsodent is one of hundreds of manu- 
facturers who protect their products by ship- 
ping in Morrison-stitched containers. Not 


WIRE 


‘ORR 


ee ee 


only are Morrison wire stitched seams pilfer- 
proof and proof against deterioration from 
dampness or long storage; Morrison stitching 
is also faster and cheaper than sealing with 
tape or glue. 

Morrison has been the leader for more 
than 40 years, with a complete line of bot- 
tom stitchers, top sealers, side seamers, arm 
stitchers, steel stitchers and book stitchers. 
Anything that can be wire stitched, can be 
stitched on a Morrison. Tell us what you 
want to stitch or send samples of your 
work when you write for catalog and prices. 


SEYBOLD DIVISION, Harris - Seybold - Potter Co. 


843 WASHINGTON STREET + « « DAYTON, OHIO 


NEW YORK: E. P. Lawson Co., Inc. 


CHICAGO: Chas. N. Stevens Co., 
426-438 W. 33rd Street 


inc., 110-116 W. Harrison St. 


ATLANTA: Harris -Seybold Sales 


TORONTO, MONTREAL: Harris- 
Corp., 120 Spring St., N. W. 


Seybold-Potter (Canada) Ltd. 


BY SHIPPING IN 


MORRISON 
WIRE STITCHED 
CONTAINERS 


In the Pepsodent plant, 
corrugated containers, 
quickly bottom-stitch- 
ed on this Morrison, 
travel directly via over- 
head belt conveyor 
through the ceiling to 
the packaging tables. 
Stitcher model illus- 
trated is Morrison 32 
KG Bottom Sealerwith 
12” throat, for boxes 
up to 24” long. Model 
32 LG has 20” throat. 
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the Speedial. For each full turn of the shifting screw, 
the Speedial, with indicator pointer attached, registers 
one point of degree on the circular scale. While the 
standard Speedial is calibrated in turns of the shifting 
screw, space is available on the dial for the user to 
write, in pen or pencil, his own calibrations in whatever 
corresponding units he prefers. Blank dials can also be 
calibrated to the user’s individual requirements. Dials 
may be provided to read either clockwise or counter- 
clockwise. Depending upon the speed ratio of the unit 
with which the Speedial is to be used, gear ratios of 
20:1, 30:1 and 60:1 are available. The dial is calibrated 
in accordance with these ratios in from 0 to 20, 0 to 30 
and 0 to 60 turns of the shifting screw. 


HOT STAMPING MACHINE 


Identification Plate and Machine Co., Inc., has de- 
veloped a hot stamping machine, designed for marking 
on plastic materials. The unit may be used for per- 
sonalizing individual items in plastics by imprinting 





names, initials, etc., directly at the point of sale, as 
any type of plastic surface can be marked for the con- 
sumer while he waits, it is reported. The machine 
can also be used for trade marking small items and 
advertising novelties. The hot stamping unit is of 
light-weight construction, weighing only 14 lbs. and is 
said to require no skill in operation. 


CARTON PRINTER 


A portable press for printing names and trade marks 
on shipping cartons from interchangeable rubber type 
or logotypes is being distributed by the Ideal Stitcher & 
Mfg. Co. Known as the C. & D. Junior Carton 
Printer, this unit accommodates all standard carton 
sizes to 30 in. by 30 in. by 30 in., operating at a maxi- 
mum speed of 26 impressions per minute. No printing 
skill is said to be required. Rubber type or logotype 
is simply placed in channels of detachable type form. 
When the form is attached to the printer, the carton is 
placed into position, the foot lever is tripped and the 
imprint is made upon the container. Printing, it is 
reported, is both neat and legible. 
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BULK QUICK-FREEZING PACKAGE 


(Continued from page 87) 





ing. An additional advantage is found in the re-clos- 
able nature of the closure. 

The latex bag is tough and flexible at low tempera- 
tures and possesses sufficient elasticity to prevent 
danger of bursting due to expansion during freezing. 
It is therefore possible to evacuate practically all of the 
air from the top of the container when making the seal, 
since the elasticity of the container is said to eliminate 
the need for the usual head space to allow for expansion. 
To the extent that air is excluded from the container, 
dehydration is prevented and spoilage reduced during 
storage and transit. 

The new package is now being utilized by several 
packagers of bulk frozen foods. A somewhat different 
use of the same principle applied to a consumer size 
package is still in the experimental stage. In this con- 
tainer, the latex bag is heat-sealed to one end of the car- 
ton against a round opening in the inner flat. Upon 
thawing, the perforated outer protective flap is removed 
and the latex bag is punctured by the consumer. The 
punctured diaphragm then provides a practical and 
convenient pouring device. 

Credit: Cry-O-Pak containers developed by Con- 
tainer Corp. of America. Material, latex bag, manu- 
factured by Dewey and Almy Chemical Co. 





IS YOUR PRODUCT A POTENTIAL 
GIFT? 


(Continued from page 68) 





The 1940 season will find Stanley Tools marketing a 
broad line of tools in specially prepared set-up boxes of 
a design suitable for all-year sales, but particularly 
planned with the thought of holiday purchases in mind. 
The containers in the line are of varied construction, 
ranging from full telescoping set-up boxes to cylindrical 
containers and including extension-edge platform boxes 
and hinged-lid containers. All are covered in a com- 
bination of wood reproduction paper and red glazed 
flint papers, the latter providing the appropriate holi- 
day color. The wood paper is likewise particularly 
appropriate in view of the type of product contained 
in these packages. To carry the theme further, the 
Stanley company has adopted the name “Birchcraft”’ 
to designate the entire line. 

Credit: Boxes designed and manufactured by Cam- 
bridge Paper Box Co. Red flint paper supplied by 
Metz Paper Co. Wood reproduction paper by Holyoke 
Card & Paper Co. 














FOLLOW THE TREND! 


Put up one-person servings of your food powders— 
beverage powders— 
drugs, chemicals, etc. 
in powder or tablet form 


IN INDIVIDUAL FOIL ENVELOPES 


(Or use Pliofilm if you prefer visible contents) 


WE GUARANTEE 
ABSOLUTELY 
AIR-TIGHT AND 
MOISTURE-PROOF 
PACKAGES 


on our Model W-18-1 








PACKAGE FORMING & 
ann FILLING MACHINE 





Our machine is in continuous daily operation on nationally advertised products. It is ideally suited to fit in 

with the recent trend to packaging one-person portions individually for consumer convenience. This machine 

is particularly useful in packaging products of a hygroscopic nature, since the envelopes it produces are guar- 
anteed moisture-proof and air-tight. 


The machine feeds printed foil from a roll, the cut-off being registered by electric-eye control, after which 
the package is preformed to required shape and size, and the sides double-folded and heat-sealed. The 
correct amount of the product is then accurately filled, and the top of the package double-folded and heat- 


sealed, resulting in a neat and attractive package that, by under water and steam tests, we have proven 
to be air and moisture proof. 


We will be glad to make up a sample package for you if you will send us a small quantity of your 
product and give us an idea of the desired size of the finished envelope and the amount of the product 
to go into it. 


Owning and Operating 
NATIONAL PACKAGING MACHINERY CO. ¢ CARTONING MACHINERY CORP. 


18 ARBORETUM ROAD, ROSLINDALE, BOSTON, MASS. 


Branch Offices: NEW YORK CHIC ASG, AL t. 





SEPTEMBER « 1910 95 








et 

or Our 

Information Fil 
Ai ormation tte 


Unless otherwise indicated, copies of catalogs, 
booklets, etc., mentioned in this department 
peeKo 9 gi ol -Mo) oh Co sbel-to Micali ololtt mes slotce(-Mohaarcaulitelem Co) 
the sponsoring company at the address given. 





AMERICAN PRODUCERS of tin plate do not share 
the fears recently voiced in some circles that this 
country faces the possibility of a shortage of tin which 
might cause curtailment of tin plate consumption and 
force the use of substitutes, according to the American 
Iron and Steel Institute. 

“While no definite figures are available,’ one state- 
ment reads, “‘on aggregate stocks of tin held by mem- 
bers of the tin plate industry or in transit to them, 
leading producers are confident that the situation is 
comfortable. They foresee no important disturbing 
developments in the outlook. That is the prevailing 
view despite recent events in the Far East which have 
cast a shadow over the future control of the Nether- 
lands, East Indies and French Indo-China. Both of 
these possessions have rich tin ore deposits and they 
supply the United States with a substantial part of its 
tin. The opinion is common that even if those colonial 
possessions were to pass out of the control of the em- 
pires to which they now belong, the new rulers would 
be no less eager to sell tin. It is one of the most 
valuable metals of the world and gives any country 
controlling supplies of it an important foreign trade 
asset. The United States as a market for tin is not 
likely to be overlooked by those who have it to sell. 

“The major use for tin plate is for the manufacture 
of tin cans for packing food, beer and other products. 
Tin plate is produced by applying a coating of tin upon 
the flat rolled product of the steel industry, known as 
black plate. Numerous suggestions have been made 
for possible ways by which the use of tin could be cur- 
tailed. One suggestion is for the use of a lighter coating 
of tin in the production of tin plate. Another is for 
the use of lacquer or enamel on black plate as a sub- 
stitute for the coating of tin. Both of these methods 
are regarded by many can manufacturers as unsatis- 
factory for all purposes, particularly the packing of food. 
Full protection is essential for packed food, especially 
if it remains in the can for a considerable period before 
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being consumed. Such protection is uncertain with 
lighter coatings and is either impractical or too ex- 
pensive with substitutes for tin. Meanwhile, with the 
government going ahead with its plan for purchasing 
75,000 tons of tin for a national reserve and with tin 
plate producers more confident of their ability to main- 
tain their own respective supplies, any fears of a 
shortage of tin do not appear to be well founded.” 
EVER READY LABEL CORP. has for the tenth year 
utilized the back cover of the New York Classified 
Telephone Directory, but this time with a difference. 
Forsaking direct advertising appeals, the company has 
taken the opportunity of presenting a patriotic message 
to the 800,000 directory recipients. Under the head- 
line, “There Is No Way Like the American Way,” the 
advertisement lists ten advantages of democracy 
interpreting in modern terms the civil liberty guarantees 
of the Bill of Rights. Printed in three colors with a 
symbolic banner and shield design, the advertisement 
ties in with the front cover design of the new directory 
issue which bears a reproduction of the Statue of Lib- 
erty. Reprints of the complete cover in label form have 
been prepared and will be sent by the company, with- 
out charge, to those requesting them. 

MODERN INDUSTRIAL DESIGN as related par- 
ticularly to advertising, retail merchandising and 
industrial architecture will be covered in a new pro- 
gram, beginning in late September, in the New York 
University School of Architecture and Allied Arts, 
according to Dean E. Raymond Bossange. Ten of the 
outstanding industrial designers of the country will 
participate in a series of lectures, Thursday evenings 
at the Bryant Park center of the School, on the values, 
opportunities and training in the broad field of indus- 
trial design. 
dustry, the symposium will also be open to consumers 
who may be interested in the modern design movement, 
Dean Bossange said. Lecturers in the symposium and 
their subjects will include: Gilbert Rohde, “What 
Is Industrial Design? Function of the Industrial De- 
signer. Commercial Value of Design, Opportunities, 
Training.” Raymond Loewy, “Designing for Trans- 
portation.” Donald Deskey, “Production and Dis- 
tribution of Modern Shelter.””. Henry Dreyfuss, “The 
Designer, the Engineer and the Public.” 
Sakier, “Decorative Glass and Metal 
Walter Dorwin Teague, “The Scope of the 
Russel Wright, 
Herbert 
Bayer, “Presentation and Display.” Martin Ullman, 
“Packaging Design.” Eleanor Le Maire, “Modern 
Design of Shops in Terms of Merchandise.” 


EK. I. DU PONT DE NEMOURS & CO., INC., an- 
nounces the production and availability of a new sound 
motion picture telling the story of neoprene, a synthetic 
rubber-like material that is finding an increasing num- 
ber of applications in the printing and packaging in- 
dustries, as well as in other fields. Bookings may be 
arranged through the Rubber Chemicals Division. 


Planned especially for designers in in- 


George 
Domestic En- 
gineering.” 
Industrial Designer’s Influence.” 
“Home Furnishings of Modern Design.” 























your own interests recommend 


LABELRITE advantages. 


aaa DOLLAR SAVINGS WIN YOUR INTEREST: 
to “reposition” PERFECT LABELING IMPROVES YOUR PACKAGE 


labels or wipe 


og re ll — When you ask yourself—"‘Will the Labelrite provide a 


LABELRITE saving?’ ’—the answer is better than that in almost every 
method is used! installation . . . Labelrites do MORE than save, they earn 
a profit on their investment which means an annual in- 
crease in income. They achieve it by means of features 
which at the same time provide perfect register of 
the label; eliminate glue-seepage; and do away with 
loose or blistered, dog-eared or wrinkled labels. 











Eye appeal and selfish interests 
BOTH are favorably increased 
by the Labelrite method! 


Do change-parts contribute to 
your production costs in labeling? 
They are petty cash items on 
Labelrites! Does change-over time 
interfere with your schedule? See 
how swiftly these Labelrites are prepared for 
different sized labels or packages. . 














Send for Catalog of Features! 


NEW JERSEY MACHINE 


CORPORATION 
1600 Willow Avenue — Hoboken, N. J. 
CHICAGO OFFICE, 549 WEST WASHINGTON BLVD. 


@ Sales and Service Representatives in 12 Industrial Centres @ 
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IN PREPARATION for the committee meetings, at 
which the final program of the annual Packaging Con- 
ference is to be planned, the American Management 
Assn., New York, N. Y., has invited manufacturers 
and users of packages and packaging machines and 
materials to suggest topics for discussion at the annual 
Conference sessions. Such suggestions should be for- 
warded to the American Management Assn., 330 
West 42nd Street. The annual Conference, which 
will run concurrently with the 11th Exposition in 
Chicago, IIl., April 1 to 4, 1941, will, as usual, group 
various discussion topics under the three broad cate- 
gories: Unit Packaging, Packing and Shipping and 
Packaging Machinery. 





W. H. MILTON, JR., who has been sales manager 
for the General Electric plastics department at Pitts- 
field, Mass., for the past two years, has been appointed 
assistant manager, responsible to G. H. Shill, manager, 
for all phases of the department’s activities. A native 
of Roanoke, Va., and graduate of Virginia Military 
Institute, Milton has been associated with General 
Electric since 1920, when he became a member of the 
company’s student engineering course at Schenectady. 
On completing the course he became a member of the 
industrial department in 1922, and as an inside-mine 
electrician was loaned to the Glen Alden Coal Co., 
Scranton, Pa., shortly afterwards. In 1925 he re- 
turned to the company’s Philadelphia office as a mining 
specialist, and in 1933 was assigned to follow the 
chemical and rayon industry in that area. Mr. Milton 
became manager of sales of the G-E plastics depart- 
ment in 1938. 


THE AMERICAN MANAGEMENT ASSN., New 
York, N. Y., has announced the addition of the follow- 
ing to the Packaging Council, which is entrusted with 
the planning of the program of the forthcoming Pack- 
aging Exposition, to be held in Chicago, IIl., April 1 
to 4, 1941: Egmont Arens, designer; Harry J. Betten- 
dorf, fibre containers; C. W. Browne, Manager of 
Marketing Service, The U.S. Printing and Lithograph 
Co.; R. H. Bursch, Southern Kraft Corp.; W. F. 
Coudray, Operations Manager, Kaufmann Department 
Stores, Inc.; T. W. Koch, Director, Sales Development 
Division, Shellmar Products Co.; I. P. Macauley, 
Vice President in Charge of Sales, Reynolds Metals Co., 
Inc.; Stanley W. MacKenzie, Division Purchasing 
Agent, Mechanical Goods Division, U.S. Rubber Co.; 
J. R. Turnbull, Sales Promotion and Advertising 
Manager, Plastics Division, Monsanto Chemical Co.; 
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G. D. Zuck, Manager, Food and Chemical Container 
Division, Wilson & Bennett Mfg. Co. 

J. M. Cowan, Advertising and Promotion Manager, 
The Dobeckmun Co.; J. H. Gilluley, Advertising 
Manager, Anchor Hocking Glass Corp.; M. R. Kam- 
bach, Aluminum Co. of America; and William A. 
Weaver, Treasurer, The Arabol Manufacturing Co., 
have been added to the Exhibitors’ Advisory Committee. 





GEORGE WEST GAIR 


GEORGE WEST GAIR, chairman of the board of 
Robert Gair Co., Inc., New York, N. Y., died July 21 
at his home at Greens Farms, Conn. He was a son 
of Robert Gair, founder of the company. George 
West Gair began his career with the company in 1886, 
becoming vice president in 1903 and president in 1920. 
Since the death of the founder, Robert Gair, in 1927, 
Mr. Gair has been chairman of the board. 

THE REYNOLDS METALS CO., INC., producers of 
metal foils, will enter into the production of aluminum 
with the completion of a $15,800,000 plant to be built 
with the proceeds of a loan recently authorized by the 
Reconstruction Finance Corp. The new plant will be 
located in the Tennessee Valley in the neighborhood 
of the new dam, construction of which has recently been 
authorized by Congress. 


AN EXHIBIT ON DISPLAYS will be incorporated 
in the general exhibition being sponsored as part of a 
Graphic Arts Celebration commemorating the 500th 
Anniversary of Printing to be held in Pittsburgh Sep- 
tember 26th to 28th at the William Penn Hotel. Dis- 
play and novelty pieces will form one of five competi- 
tive groups, the winners of which will be entered in the 
New York National Graphic Arts Show to be held 
some time in November. 

PACKAGING INSTITUTE, INC., New York, N. Y., 
will hold its annual meeting October 10, 1940 at the 
Westchester Country Club, Rye, N. Y. 








Sealtite, the machine that 


produces this package 


automatically. 


Aren’t these good-looking packages! tant savings are the inevitable result. 
They’re well-settled, tight and attractive. Some customers report costs reduced as 
The Sealtite seal makes them practically much as $300.00 per month over previous 
air-tight, so the coffee flavor stays in and methods. 
contamination stays out. A Sealtite closure is the ideal package 
Sealtite operates with any standard in- for coffee, sugar, flour, starch—in fact 
tuck or gussetted paper bag. No special any product usually packed in a paper 
bag at a premium price is necessary. bag. Let a Consolidated engineer look 
Sealtite cuts costs further because the over your packaging methods and sub- 
machine is entirely automatic. From 1 mit recommendations. He may be able 
to 3 operators are usually eliminated to show how you can pay for a Sealtite in- 
when Sealtite goes on the line. Impor- stallation in ashort time through savings. 


CONS OL TED 


PACKAGING MACHINERY CORP. 


1400 WEST AVENUE BUFFALO, N. Y. 
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Dispensing-Displays 





Package research reveals an increasing 
use of wire Stapling in carding, bagging and 
in the assembly of “dispensing-display” 
units. Many manufacturers who wish to 
obtain the merchandising advantages of 
such display units- “prominent position on 
Shelf or counter, convenience to dealer, 
prevention of damage from excessive con- 
sumer handling or pilfering—are turning 
to “Bostitching”’ for a neal, firm, economi- 
cal fastening method. 


HERE’S 1 FASTENING 
METHOD THAT ANSWERS 


3 PACKAGING “musts” 


“Bostitching” is. a method of fastening 
with wire, using the best type of machine 
and staple for each particular fastening 
job. 


Easy to select and buy Let us engineer Your Idea 
the correct machine on 


ings 
@ sound investment basis into Sales, Safety and Sav g 


The 782 easy-to-operate Bostitch models 


: :; require- 
allow manufacturers to select the right Does your present fastening method fulfill the 3 req 


machine . . . to start with a small invest- d ackage? Consider Bostitching. This 
ment ... and to expand production as ments of a good p . dds stimulus to sales. 
requirements 8Tow, progressing economi- rusive fastening often a 

1 E neat, unobt theft 
‘ally through liberal trade-in, | iget and J . dd tection against the 
cally through Iberal trade-in, buc get anc h time, it frequently adds pro 
rental policies. 18 Research Engineers At the same i ses Bostitching costs less than 
and over 300 representatives specializing or rough handling. In many cé 


lue, thread, tacks, etc. Our wide experience in — 
giu 1 - 
Sales Appeal, Protection, and Economy to ae me 
irms— u 
fastening jobs has been helpful to many firms—may be help 


to you. 






Mest-For-Your-Money Methods of Working 
Out Your Problem Can Be Found in FREE Folder 
for Your Type of Work. Write for It Today! Or 
Send Samples to Be Fastened. Address, 
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COOK'S CLIP-RITE” 


REAMUNE FINGER 








Trims -Files-Cleans Perfectly 
Easily Used in Either Hand 
Keen Steel Jaws 









BOSTITCH 
56 Division Street, 
East Greenwich, Rhode Island 


BOSTITCH—CANADA, MONTREAL 


‘a 
? 


C= 


exclusively on fastening problems are con- . 
Stantly helping arious industries to ” B ohY Fi] TC Me 

adapt these Bostitch machines and 

methods to their needs, Ww! RE AY TAPLI N re 


The Cook’s “Clip - Rite” display card 
illustrates the usefulness of wire stapling 
in securing an orderly array of multiple 
items protected against easy pilfering or 
excessive consumer handling. There may 
be an equally safe, money-saving idea for 
you in the folder “Bostitch Fastens It 
Better With Wire.” 


A free copy will be gladly sent you on re- 
quest to Bostitch, 56 Division Street, 
East Greenwich, Rhode Island. 


ADv. 
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RESEARCH DEPARTMENT 
MODERN PACKAGING 
CHANIN BUILDING, 122 E. 42nd ST., NEW YORK, N. Y. 


Please send me information as to sources of supply of items Nos. 


G.649 


(See also G.650) 


G.C.A. Standard Oval Stubby 
Ammonia Boitle. Bottles may be 
made with any suitable G.C.A. 
glass finish, neck and shoulder 
contours to meet requirements of 
particular finished used. Bottle 
weights may be adjusted to suit 
manufacturing conditions, pro- 
vided maximum figures are not 
exceeded and height dimensions 
maintained. 


Body of bottle may be made 
lain or decorated as desired. 
Gocevations exceeding .032 depth 
not considered F ay practice. 
Tolerances: C.A. No. 1 
standard. 


G.651 
(See also G.652) 


G.C.A. Standard Squat Round 
Vinegar Bottle. Bottle may be 
made with any suitable G.C.A. 
glass finish. Neck and shoulder 
contours must meet the require- 
—_ of the particular finish 
used. 


Bottle weights may be adjusted 
to suit manufacturing conditions, 
provided maximum figures are 
not exceeded and height dimen- 
sions maintained. 


Body of bottle may be made 
_— or decorated as desired. 
ecorations exceeding .032 depth 
not considered good practice. 


Tolerances: G.C.A. No. 1 
standard. 


G.653 


(See also G.654) 


G.C.A. Standard N/M Jug 
Handled Gallon. Bottle may be 
made with any suitable G.C.A. 
glass finish. Neck and shoulder 
contours must meet requirement 
of particular finish used. 


Bottle weights may be adjusted 
to suit manufacturing conditions, 
provided maximum figures are 
not exceeded and height dimen- 
sions maintained. 


Body of bottle may be made 
lain or decorated as desired. 
ecorations exceeding .032 depth 

not considered B ay practice. 

Tolerances: C.A. No. 1 

standard. 














G.650 


(See also G.649) 


G.C.A. Standard Oval Stubby Ammonia Bottle 


















Capacity Weight 
Fluid Oz. Max. Inches | (hickness = 
os. 





16 Oz. 





G.652 


(See also G.651) 


G.C.A. Standard Squat Round Vinegar Bottle 























FP 
Capaci Weight 
Fluid OL. Men. —_ = a 
16 Oz. 11% Oz. 5-19/32 6-11/16 
24 Oz. 14, Oz. 6-7/16 7-3/4 
32 Oz. 18 Oz. 7 8-5/16 











G.654 


(See also G.653) 


G.C.A. Standard N/M Jug Handled Gallon 




















FP 
Capacity Weight Inches A B F 
Fluid Oz. Max. Up 
128 Oz. 421, Oz. 9 42-1/2 Oz. 5-15/32 7-7/8 








RESEARCH DEPARTMENT 
MODERN PACKAGING 
CHANIN BUILDING, 122 E. 42nd ST.. NEW YORK. N. Y. 


Please send me information as to sources of supply of items Nos. 








as shown in your Standardized Materials Index. 


Name 





Address 

















WEIGHING OR FILLING 
AT SPEEDS UP TO 


mp fil» © 
Bl —| lett ¢ ae li: ° 
oid fe r 


“i PACKAGES PER MINUTE 


We can furnish a Packomatic Weigher or Filler for your 
requirements. We are now handling hundreds of na- 
tionally known products, some are listed below. Present 









Packomatic Volumetric Eight-Pocket your problem, you will not be obligated in any way. 

Filler for free flowing products. 

Automatic Trip. N for re- , , , ‘ 

a hate Packomatic equipment is sturdy in construc- 


tion and simple to operate. Whether 
your problem is filling, weighing, carton 
sealing or complete production synchroniza- 
tion, we can help you. 





LISTED HERE ARE A FEW OF THE 
PRODUCTS NOW BEING HAN- 
DLED THE PACKOMATIC WAY 

Rolled Oats—Beans—Epsom Salts—Bath 

Salts— Bird Seed -—-Tapioca— Cereals 

Coffee—Rice—Popcorn— Water Soften- 

ers—Macaroni—Soap Powders—Sugar, 


PACKOMATIC SHIPPING | Sa'wesn "santos To 
CASE SEALING —Sremon mented’ Speed wi 
MACHINES— ew 


—for the most for your money, dependability, speed 
and efficient shipping case sealing—Packomatic Case 
Sealers will meet your requirements. They are 
rapidly adjustable, covering a large range of sizes. 
Speeds 200 to 2000 cases per hour. No operator re- 


quired. The first and original, used by leaders in all 
industries. 


AZ NGIKCOMAEIC 


Nee Xeli em Ul eal Tatee 





Packomatic Volumetric Four-Pocket Filler 
for free flowing products. Easily adjusted 
for weights. Speed 60 per minute. 














J. L. FERGUSON COMPANY, JOLIET, ILLINOIS © 


* 
OUR ENGINEERS WILL 


GLADLY CALL UPON 
REPRESENTED IN REQUEST WITHOUT 
CHICAGO NEW YORK BOSTON OBLIGATION 
NEW ORLEANS 
SAN FRANCISCO LOS ANGELES SEATTLE 
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ETHYLCELLULOSE RIGID 
CONTAINER SHEETING 


(Continued from page 88) 





elevated temperatures permits greater production 
speeds. A satisfactory temperature for folding or scor- 
ing is about 180 deg. F. 

Ethylcellulose sheeting is thermoplastic with a duc- 
tility which makes practical deeper draws in an unusual 
variety of shapes. The general procedure is similar to 
that used in drawing brass. A flat sheet, which may be 
either transparent or opaque, is held by a ring clamp. 
At temperatures of 250 deg. to 290 deg. F. the material 
becomes ductile and the sheet may be drawn to the de- 
sired shape and depth by means of a plunger. 

The variety of cross sections that may be drawn in- 
cludes round, hexagonal, square and a multitude of 
irregular shapes. Containers having a depth of two- 
thirds their diameter are readily drawn. Since the ma- 
terial is drawn well below its softening point of 310 deg. 
F. or its melting point of 375 deg. F., the drawn sheet 
retains the original surface luster, color and toughness 
of the flat sheet. 

Boxes and covers may be formed in the same opera- 
tion by drawing three sheets at once. The thickness of 
the middle sheet determines the clearance between the 
box and cover portions. The excellent dimensional 
stability of the material assures retention of a snug fit 
without bulging or wrinkling. 

Since this new transparent sheet requires no pre- 
treatment or soaking, it makes practical drawn con- 
tainers of greater depth than is usually obtained with 
other transparent sheets. Although sheets 0.005 in. to 
0.0075 in. thick are generally used for drawing, its duc- 
tility permits boxes to be drawn from sheeting as thin as 
0.003 in. and as heavy as 0.020 in. 

Forming by heat presents no fire hazard because of its 
low flammability. When exposed to heat from an open 
flame, the sheet softens and melts. Continued applica- 
tion of the flame will ignite it and, when once ignited, it 
will burn with a slow flame. 

Ethylcellulose sheeting may be fabricated by solvent 
or lacquer types of adhesives, either at normal or 
elevated temperatures. Adhesives must be formulated 
with regard for the wide solubility of the material in 
organic solvents. 


Printability 

Ethylcellulose sheeting is unique among transparent 
packaging materials in the ease with which it can be 
printed. Printing technique and special inks have been 
developed which permit printing without offset or slip- 
sheeting at speeds comparable to high gloss papers. 
This technique takes the non-compressibility of the ma- 
terial into account and employs hard rubber plates 
when uniform impressions of large solid masses are 
required. Metal type, metal plates or halftones have 
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been found quite satisfactory. Freedom from offset 
at practical printing speeds is assured by the use of 
special inks which dry immediately when they come into 
contact with the sheet. 

Ethylcellulose sheeting ordinarily requires less ink 
than does high gloss paper unless extreme opacity is 
required. Drying may be accelerated by passing the 
printed sheet over a gas flame in the same manner as for 
paper. When extreme opacity is required of the printing, 
it may be obtained, without slipsheeting, by applying 
two light impressions. This can be done without chang- 
ing the form or packing, simply by reprinting the sheets 
an hour or so after the first impression. 





FIBRE OIL CAN 


(Continued from page 44) 





expanding oil-tight gasket seal. A newly developed 
label paper—which is claimed to be oil-proof—is utilized 
and labels are given additional protection by varnishing 
or lacquering. 

The fibre oil can has been adopted by a number of 
smaller refiners, several of whom are utilizing stock 
designs. By this device, they find it practicable to 
contract for a lesser number of cans, without penalty 
on price. Field tests, it is reported, indicate most 
satisfactory service and a number of advantages from 
both the dealer and the consumer point of view. 
Disposal of the containers is possible by burning, al- 
though, of course, the metal ends still remain. Re- 
filling of containers is reported to be virtually impossi- 
ble, since the gasket seal between the metal end and 
the fibre body is of such a nature that if the metal end 
is forced off, the fibre body breaks away with it. 

Credit: Containers developed and manufactured by 
The Gardner-Richardson Co. 





MAKING THE TOY PACKAGE TALK 


(Continued from page 5%) 





that of other toy packages. Consequently the Sticker 
Kit did not have the display value necessary to make 
it stand out in counter competition. Also, the interior 
arrangement of merchandise was not suggestive of the 
uses of the cut-outs. The package lacked flexibility, 
because it came in only one size at one price. 

As a result of the analysis, many packaging changes 
were instituted. Two ends were desired: (1) to dif- 
ferentiate the package from other toy packages and 
(2) to utilize the cover to show some of the play features 
of the merchandise contained within. Further, the 
interior wrapping of the pieces was changed to make 























For SAFETY in TRANSIT! 


liver your products in 
the best possible condi- 
tion, because wire 
stitching makes the box 
stronger, more rigid and 
safer than when taped 
or glued. 





You can depend on a wire stitched bottom remain- 
ing tightly closed regardless of moisture or heat, or 
length of time in storage. 


Likewise wire stitches cost only five or six cents per 
1000, and labor cost of wire stitching is less than tap- 
ping or hand gluing because many more boxes per hour 
can be produced with the use of stitching machine. 


The BLISS Heavy Duty Bottom 
Stitcher 


is the fastest and by far the f 7 
strongest and most durable 


Bottom Stitcher built. And 
it has other advantages: 
1. One adjustment for 


varying thickness of stock. 
2. Speeds up to 300 or 
more stitches per minute. 


be- 
and 
the 


clearance 
stitcher head 
aids in handling 


3. Large 
tween 
post 
boxes. 


4. Only one-sixth of the 
cycle is used to drive the 
stitch, leaving five-sixths to 
move the work—a most 
important factor in rapid 
stitching and an_ exclusive 
BLISS feature. 


5. Single pedal for oper- | 
ating post and stitcher head i 
a great convenience to the 

operator. 





wittin ae | 
BLISS Heavy Duty Bottom Stitcher 
6. Stitcher head is quickly detachable as a unit. 

7. Uses any of the standard ribbon and Hybar wires, also 


flat and round sizes. 


For further information write 


DEXTER FOLDER COMPANY 


330 West 42nd St., New York, N. Y. 


CHICAGO 
117 West Harrison Street 


CINCINNATI 
3441 St. Johns Place 


BOSTON 
185 Summer Street 


PHILADELPHIA 
5th and Chestnut Streets 


DALLAS, J. F. Carter, 5241 Bonita Ave. 








Regular Slotted Con- 
tainers with bottoms 
wire stitched will de- 





| Set Up “ud Close 





Cartons Economically 


If you are using die cut cartons similar in 
type to the illustrated carton above, you 
can greatly reduce your packaging cost 
by handling your cartons on equipment. 


This PETERS JUNIOR 

CARTON FORMING 

AND LINING MA- 

CHINE sets up cartons at 
| speeds up to 40 per minute, 
requiring one operator. 
After the cartons are set up, 
they drop onto a conveyor 
belt where they are carried 
to the packing table or 
filling unit. 


This PETERS JUNIOR 
CARTON FOLDING 
AND CLOSING MA- 
CHINE closes cartons at 
speeds up to 40 per min- 
ute, requiring no operator. 
The cartons enter machine 
on conveyor belt as open, 
filled cartons and 
machine 
closed. 


leave 
completely 





| Send samples of your cartons and ask us to recom- 
mend equipmemt to meet your specific requirements. 
Your problem will have careful consideration. 


PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 
4700 RAVENSWOOD AVENUE, CHICAGO 


ILL 
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the various shapes and sizes clearly visible as soon as 
the box was opened. As added aid to the purchaser, 
instructions were printed on the inside of the cover. 
The packages were issued in three sizes at three prices, 
instead of the original one, to meet the demands of con- 
sumers at different price levels. Set-up boxes were, 
however, retained. 

The new containers were first marketed in 1939 with 
a marked sales increase. With this confirmation of 
their original analysis, the company carried the same 
line of reasoning still further in redesigning their pack- 
ages for 1940. Now, a patented double-wall carton is 
used in place of the set-up boxes. This unusual con- 
struction holds the cut-outs firmly in place. A die-cut 
window, covered with transparent acetate material, 
gives the buyer immediate visual access to the mer- 
chandise which is arranged within in a manner sug- 
gesting its possibilities. 

Credit: Frame-Vue patented container by C. W. 
Zumbiel Co. 





THE STORE AND THE PACKAGE 


(Continued from page 41) 





container which can be read at arm’s length, which 
carries all the necessary information required by the 
self-service shopper and which is colored and decorated 
in a manner which will look appealing under modern 
lighting conditions will undoubtedly prove far more 
attractive on display. 

Another factor has affected package design in recent 
years. Store rearrangement has placed the burden of 
display, to an increasing degree, upon the package itself 
rather than upon accessory display units. These units 
are, of course, of major importance in many fields, but 
in the super market and in the large drug stores, hard- 
ware stores and similar shops, the tendency is to utilize 
mass display of packages to an ever increasing extent. 
Obviously, this has its effect on package design. The 
package design scheme must be adapted not merely to 
individual displays, but to mass display as well. De- 
signs that may look well when standing alone on the 
drawing board, may create disastrously unattractive 
effects when massed in tall, broad piles as they undoubt- 
edly will be in the super market. 

In respect to a very large proportion of all mer- 
chandise now produced, the problem of design for dis- 
play pertains quite as much to the product as to the 
package. This is true because of the increasing usage of 
transparent containers. Such containers could not 
have possibly been used effectively in the days when the 
package and the consumer were separated by a sub- 
stantial distance. 
brcught up to the consumer’s hands—as it is in the 
modern store—it becomes possible to afford the con- 
sumer the opportunity to examine the product through 
the package and to permit the product to explain itself 
not through the medium of package copy, but through 


But when the merchandise is 
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its actual presence and visibility through the package 
walls. The transparent package has undoubtedly in- 
creased in effectiveness with each improvement in store 
layout and lighting. It has, on the other hand, been 
one of the factors which made such improvements both 
necessary and possible. 


nny 
an 


Tre PACKAGE « the 


MODERN STORE 
a check list for designers 


e have seen, in the preceding sections of this 
survey, that the modern retail environment of a 
package differs greatly from that of even a decade 
ago. Such a change in environment makes for de- 
cided changes in the burdens placed upon the package. 

What, then, are some of these changes, in the de- 
signer’s viewpoint, which must be brought about if 
modern packages are to meet their new and greater 
opportunities? Let us examine them: 

Color: The package in the past had to be boldly 
colored in sharply contrasting shades or tones because 
it had to achieve attention under adverse lighting con- 
ditions and at a substantial distance from the con- 
sumer’s eye. Today, more delicate colors can be 
utilized, more harmonious combinations of color may 
be achieved, a greater refinement of detail is possible. 

Color as Information: The use of a package color 
to convey a clear and accurate impression of the color 
of the product within the package was not a fully 
practicable possibility some years ago, for lighting 
equipment was not capable of reproducing daylight 
qualities. The color that the consumer thought she 
saw in the store usually turned out to be a different 
color entirely. 

Size of Lettering: The package of a decade and more 
ago had to shout. Hence designers were forced to cut 
package copy to the shortest possible number of 
words—to cut trade names to the shortest possible 
number of letters—all for the purpose of getting one 
word or one symbol on the package in large, poster 
type, recognizable at a substantial distance. An 
increasing number of packages today are being de- 
signed with the understanding that they need not be 
seen in full clarity at any greater distance than 3 or 4 
ft. Trade names and descriptive copy may be longer. 

















CONTAINERS 


@ Eye catching . . . any color or color combina- 
tion, transparent or opaque. Labels imprinted 
directly on the container. 


@ Durable . . . seamless and unbreakable. 
@ Inexpensive to ship . . . 80% lighter than glass. 


<ST> 
7 __\ 
CELLUPLASTICS) 


A HYCOLOID - CLEARSITE 


CELLUPLASTIC | 
LORPORATION 


Formerly HYGIENIC TUBE & CONTAINER CORP. 


Executive Offices and Factory: 
46 Avenue L—Newark, N. J. Market 2-4544 
N. Y. Display Office: 626 Fifth Ave., New York City L 


ELECTRIC-EYE MEANS CONSTANT VIGILANCE 


' COMPLETELY ELIMINATING 
THE HUMAN EQUATION AND AFFORD- 
ING MORE DEPENDABLE ACCURACIES 
IN “SPOT SHEETING’ WORK THAN 
WHEN HUMANLY CONTROLLED 


BECK Automatic SHEETERS 
with ELECTRIC-EYE Controlled 
DIFFERENTIAL & Automatic 
Lowering Table SHEET PILER 


are now the accepted standard in sheeting 
equipment, and are both recognized and en- 
dorsed as such and used by many of the largest 
packaging, printing and converting houses 
throughout the country. To those concerns 
who are seeking a really dependable media for 
“spot sheeting” work we offer the combined 
services of our engineering and research staffs, in 
solving the most difficult of your sheeting 
problems. 
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CHARLES BECK MACHINE COMPANY 
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The relation between brand names and explanatory 
copy assumes a more logical proportion. The de- 
signer is no longer necessarily cramped by the in- 
ordinate expansion of one single element of his design. 

Designing for Competition: The package of the 
past was designed to compete with a relatively limited 
number of brands. The small merchant could not 
afford to carry too wide a variety of brands in any 
single product category. In the grocery super market 

—and in the drug and other equivalents of these giant 
stores—a far greater number of brands compete di- 
rectly with each other. The vast volume of goods 
moved in some of these outlets fully justifies the stock- 
ing of dozens of different brands in each product 
category. Today’s designer must anticipate a much 
more intense competition for consumer attention as be- 
tween his own package and that of virtually every com- 
petitive brand. 

Consumer Handling: The package of the bygone 
days was handled twice in the retail store—once when 
the grocer put it on his shelf and once again when he 
took it off to sell it. In contrast, the modern package 
on open display may be handled by a hundred curious 
consumers who will be none too careful in their han- 
dling. It may fall from the stack, it may be pushed, 
scuffed, scraped or stained and it must, therefore, be 
designed in anticipation of these hazards, with re- 
sistance to all the handling which it is likely to undergo. 

Price Markings: The old-time retailer knew the price 
of every item in the store. 
friends and trusted him to quote the same price even 
though he used no price markings. More recently, 
the practice arose of marking prices by posting signs 
adjacent to the merchandise. But in the modern super 
market, the price marking must accompany the mer- 
chandise, as the consumer picks the product and 
places it into her basket for transport to the packing 
table. The super market retailer’s greatest complaint 
against most packages is the difficulty they present in 
this respect. The modern package leaves a space 
provided for dealer convenience in pricing. 

Planning for Display: The designer of 20 years 
ago needed no extensive research to tell him the kind 
of display he was likely to get in most stores. Almost 
invariably, it would be shelf display, supplemented 
occasionally by display in a window. Packages were 
therefore designed so as to make an attractive ap- 
pearance when stood like soldiers side by side. The 
horizontal lines to be found on so many a well-known 
and old-established package are explained, in part, 
by this consideration of display. Today’s designer 
has a much more complex problem. He must adjust 
his package to a dozen different display contingencies. 

Product Visibility: There was little point in pro- 
viding visibility for the product in the days when every 
practice of store planning was designed to isolate the 
consumer from the package. Modern retail conditions 
place a premium upon visibility of the product in a 
very substantial proportion of cases. Modern ma- 
terials make the attainment of such visibility possible. 


His customers were his 
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In this regard, designers have not been backward in 
recognizing their opportunity, as testified by the 
literally thousands of transparent packages and window 
packages adopted in recent years. 

Pilferage: You didn’t have to worry about pilferage 
in the days when the grocer kept small items on the 
back shelf, under the counter or in the drawer. Today, 
the packager must anticipate the probability that 
some small proportion of a store’s customers will 
attempt to palm his package by one device or another, 
He will help himself if he helps the dealer by making 
his package pilfer-proof. Sometimes, the solution is 
easy to obtain by stapling a small item to a card. 
Sometimes some more complicated procedure is neces- 
sary. But unless the product is pilfer-proof, to a pro- 
nounced degree, the retailer will hesitate to place it on 
open display and only open display can sell goods in 
the self-service store. 





PLANNING PLASTIC DISPLAYS 


(Continued from page 76) 





the molded plastics, is it possible to achieve the ability 
to transmit light, in addition to achieving structural 
rigidity in the display. 

The new Feigenspan Brewing Company’s bar service 
unit, illustrated here, shows a new application of in- 
jection molded cellulose acetate. 
because of their resistance to the action of beer and 
water and because of their beauty of color and ability 
to be easily cleaned. The tray supports a large glass 
of water for the bartender’s beer scraper and a smaller 
glass for such accessories as glass stirring rods and tooth- 
picks. The plastic itself is crystal clear, with the copy 
molded on the under side. The letters are wiped-in 
with white enamel and the entire field inside painted 
a contrasting color. This has resulted in an unusual 


Plastics were selected 


3-dimensional effect. Yet, a smooth surface is attained 
which can be easily cleaned with a damp cloth. The 
tray has been weighted by pouring a thermosetting 
material on the inside which has given the display 
stability. Plastics have been used in this field for 
many years and their characteristics have been suc- 
cessfully tested. 

Another factor the manufacturer must keep in mind 
in planning a display using a molded plastic is that 
the molding die costs must be written off over a large 
quantity. Usually the quantity should be 5,000 units 
or over to write off dies economically. The average die 
cost, on the displays illustrated here, ran from $400 
to $1,800 per display, depending on the complexity. 
The trend in displays today parallels that of most 
American industries, i.e., toward higher mass production 
and mass distribution, resulting in greater die invest- 
ments per unit, but lower labor costs per unit in fabri- 


cation. In no industry is this more true than plastics 

















~~ 


er ew to Select the 


MOST EFFICIENT CONVEYOR 
for YOUR Plant... 


OUR company expects you to handle materials effi- 
ciently and economically—right? Then send for this 
helpful 32-page book containing over 60 mechanical 
drawings and photographs of ‘Scientifically Planned 
Conveyor”’ installations. , 
Forty years of technical experience with many in- 
dustries, as reflected by this catalog, is also offered 
without obligation by Alvey-Ferguson Engineers. 


Write today for this new, free helpful book. 






The Alvey-Ferguson Co., 604 Disney St., Cincinnati, O. 
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NEW HIGH-SPEED MACHINE FOR 
WRAPPING EITHER SQUARE OR 
IRREGULAR SHAPED PACKAGES 


Fully automatic, this rotary-type wrap- 
ping machine is capable of the highest 
possible speed production. 


No cams, no reciprocating movements. 
Wrappers are fed from continuous roll. 


Send us your wrapping problems. 


HUDSON -SHARP 


MACHINE CO *GREEN BAY*WIS 



















THE PILLIOD CABINET CO. 
SWANTON, OHIO 


PLEASE GIVE US THE PILLIOD PLAN FOR INCREASING 
PRODUCT SALES WITH SMART RAREWOOD CHESTS. 


KIND OF PRODUCT... . 
NAME OF COMPANY 





PDDRESS 25.5. 
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and to realize the economies of this system, volume 
production is essential. 

In studying all these displays, it should be noted that 
in each case, plastics have been coordinated with other 
materials to create a display as a whole. Most plastics 
surfaces have far more appeal when contrasted against 
other materials, as glass, chrome, wood, etc. Also all 
other materials, built in with the plastics, are more eco- 
nomical. Thus from a styling and esthetic view-point, as 
well as from an economy viewpoint, the average display 
should be designed of common materials plus plastics. 

Perhaps the greatest value of plastics in displays is 
dealer and consumer acceptance of the medium. After 
all, the worth of a display is its ability to sell for a 
manufacturer and results is the yardstick to use in 
measuring the cost of a display. It is here, in sales 
results, that plastics have proved their value as a 
display material and hence have produced point-of-sale 
display presentation at a low unit cost. 

Credit: G. Washington Coffee Refining Co. display 
molded by Bridgeport Moulded Products, Inc. Molded 
of cellulose acetate, supplied by Tennessee Eastman 
Corp. Johnson & Johnson display molded by Plastic 
Molding Corp. Molded of urea, supplied by Beetle 
Products Division of American Cyanamid Co. I. 
Miller display made of cast phenolic sheets, supplied 
by Catalin Corp. Schenley display molded by Bridge- 
port Moulded Products, Inc. Molded of cellulose 
acetate, supplied by Plastics Division, Monsanto 
Chemical Co. Krueger display molded by Boonton 
Molding Co. Molded of urea, supplied by Beetle 
Products Division of American Cyanamid Co. Feigen- 
span display molded by Bridgeport Moulded Products, 
Inc. Molded of cellulose acetate, supplied by Plastics 
Division, Monsanto Chemical Co. 





OLD ART IN A NEW PLANT 


(Continued from page 86) 





ucts, yet so laid out as to facilitate the maintenance 
of the high standards of quality with which the 
products of this firm have long been associated. 

All rectifying and distilling equipment in the new 
plant is located on the upper floor of a two-story wing. 
Here the new battery of pot stills is used for the pro- 
duction of Milshire Dry Gin. Still used for experi- 
mental purposes is the original still which began the 
first production of English-type dry gin in the United 
States. Glass-lined bottling tanks, for both gin and 
cocktails, are also housed on this floor with capacities 
varying from 200 gal. to over 2,000 gal. Here, too, are 
glass-lined processing tanks—giant cocktail shakers 
where the various cocktail ingredients are thoroughly 
mixed and agitated. 

Milshire Gin runs direct from the stills to a battery 
‘of 12 large copper block tin-lined tanks on the floor 
below where the gin is reduced to bottling proof and 
allowed to rest for a period of at least three weeks before 
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it is bottled. Each of these tanks has a capacity of 
approximately 3,100 gal. 

Descending by gravity from the processing division, 
the finished product is led to the packaging rooms 
located in a separate wing of the plant, so situated as to 
permit of easy movement of both empty containers into 
the packaging room and filled containers into the ware- 
house division. 

Four principal packaging lines are maintained, each 
being so designed as to permit of use for a number of 
different products and sizes of container. On the gin 
bottling line, empty containers pass, on continuous 
conveyor, through a vacuum cleaning machine to a 
straight-lined filling unit capable of filling 12 qts. 
simultaneously. The filling unit utilizes the vacuum 
principle, air being removed from the bottles and the 
vacuum thus created sucking the liquid into the con- 
tainer for a perfect fill. A 4-head capper then applies 
the single-shell metal closures and the labeler places the 
front and back labels on each container simultaneously. 

Bottles discharge from the conveyor line to a belt 
table where labeling machines, specially mounted for 
portability, are used to apply the Government strip 
stamp over the top of the neck of each bottle. This 
procedure is unusual, since most liquor plants apply 
such strip labels manually. By utilizing two labeling 
machines, and thus permitting the operators to take 
every other bottle produced on the automatic line, the 
company has found it possible to keep up with produc- 
tion with a comfortable margin of reserve capacity and 
to secure a neat and economical application of the 
valuable strip labels. Special rigging, designed by 
Heublein engineers, has been used to adopt a standard 
labeling machine for this difficult job. Spoilage of tax 
stamps is reported to be virtually insignificant. 

All bottling lines are designed with sufficient flexi- 
bility to facilitate a changeover in size or style of bottle, 
with only the slightest changeover time. Thus one of 
the fastest lines is equipped with two different types of 
labelers, suited, respectively, to round and square 
bottles. The throwing of a switch in the conveyor 
line is all that is necessary to shunt either of these 
machines into play. 

After labeling, the containers proceed down long 
belt tables, where groups of girls apply viscose sec- 
ondary seals. For some of the company’s products, a 
tissue wrap is likewise applied at this stage. Bottles 
are re-cased and shifted, by roller conveyor, to an auto- 
matic top and bottom sealer, from which they move, 
by gravity conveyor, to the storage rooms. 

These storage sections are sufficiently large to accom- 
modate the plant’s daily production capacity of between 
2,000 and 2,500 cases of assorted products. Finished 
merchandise is held on movable platforms or skids for 
transfer to freight cars of the plant’s private siding or 
to trucks at the large loading bay. The loading plat- 
form is set at truck floor level and the movement of 
cases into trucks is facilitated by the presence of wide 
doorways closed, when need be, by an overhead door 
installation. 
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HUMITUBE MFG. CO. 
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A pioneer converter of Flat, Square and 
Satchel Bottom bags, plain and printed. 









Envelopes, pouches, cigar tubes and 
transparent drinking straws made of— 
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\W/: know that color attracts more customers, sells more 
| 
| goods. Colorful packages are better packages. And 


color costs no more when you use LUSTEROID. Because 


A THE SPEARHEAD 
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of your business LUSTEROID comes in colors—a wide range of attractive 
Encdich Tetenatly tap the stunionds: of aatlondl colors and tints. And LUSTEROID labels are multicolored, 
fens the Gale is 10 extlical santas and integrally processed to the LUSTEROID rigid-cellulose 
thority. Net a far cry from the printing industry tubes and vials as part of the manufacturing process. 

where Eagle, too, symbolizes the best of ink ser- 
vice. Eagle at the spearhead of your business — 


LUSTEROID offers many other merchandising and produc- 
tive advantages. It is lightweight and practically unbreak- 


able. It comes transparent or opaque. It is smooth and 


your pressroom —assures efficiency and economy. 


It spells confidence that those jobs of yours, 
cs or nel of oo teeuieee-o pleasant to the touch. And every LUSTEROID package is 


regularity, free of kinks or delays. Write for our | custom-made for a specific purpose. 


latest specimen books. 


EAGLE PRINTING INK CO 
mocmwenmccmWmms LUSTEROID CONTAINER CO., INC. 


Philadelphia, Pa. Chicago, Ill. Cincinnati, Ohio Cambridge, Mass. Baltimore, Md. Jersey City, WN. J. 


| A note or phone call will bring an answer to your packag- 
| ing problem. 


Formerly Lusteroid Division of Sillcocks-Miller Company 
SOUTH ORANGE NEW JERSEY 
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In a corner of the plant area, adjacent to the railroad 
sidings, bonded warehouses have been built, in which 
are stored imported Rums, Cognacs, French and Italian 
Vermouth and other cocktail ingredients of types for 
which Government bonding is prescribed. Other cock- 
tail ingredients are stored on the floor immediately 
below the rectifying room, as well av ‘n other specially 
allotted areas in the plant. Vast ~antities of such 
material are constantly on hand, t company being 
the largest importer of Vermouth in the United States 
and one of the largest users of imported grains, roots 
and herbs in a number of other ingredient categories. 

The upper floor of the street side of the plant has been 
converted into spacious: offices from which manufac- 
turing operations are directed. Ample facilities for 
equipment maintenance are likewise found in this region 
of the plant. 

Credit: Glass-lined bottling and processing tanks by 
The Pfaudler Co. Bottle cleaning, filling, labeling and 
capping machines by Pneumatic Scale Corp., Ltd. 
Strip stamp labeling machine by Edw. Ermold Co. 
Case sealer by Standard-Knapp Corp. 





THE TRADE-MARK 
MARKS THE PACKAGE 


(Continued from page 52) 





pickle suggestion, most emphasis has been placed 
upon the keystone enclosing the number “57.” 

Similarly Beech-Nut, another famous line of food- 
stuffs ranging from bottles and jars to canisters and 
cartons, represents a consistent effort to feature a 
known brand by close identification of the familiar 
oval and the little Beech-Nut leaf and nut design. 
Originally, the company formed in 1891 was known as 
the Imperial Packing Company and its name was 
changed in 1899 to Beech-Nut Packing Company. 
Mr. Bartlett Arkell, president at that time and one of 
its founders, was discussing trade-marks with a friend 
who suggested that “Beech-Nut” had a pleasanter 
sound than “Imperial” and so the mark was adopted. 
Improvements in the original design have been fre- 
quently made. The policy of featuring the Beech-Nut 
oval has been a strong one with the company and no 
opportunity is lost to display it prominently on all 
foods, confectionery and gum products, in displays and 
various forms of advertising. 

Many similar discussions of trade-marks and pack- 
ages are apt to begin with a detailed description of 
National Biscuit Company and its Uneeda package. 
While the Uneeda line appearing in 1899 was not the 
first significant change from bulk to brand packages, 
it is undoubtedly one of the most important steps in a 
revolutionary process. It not only converted the open 
cracker barrel to the status of a museum relic, but it 
served strongly to alter the complete appearance of the 
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grocery shelf and store merchandising methods. As a 
result of NBC’s “In-er-seal” packages combining paraf- 
fin paper lining, carton and sealed wrappers, the manu- 
facturer’s product, fully protected and oven-fresh, fully 
identified and trade-marked was carried by the con- 
sumer into the home. It was now easy to keep crackers 
on the shelf of the pantry and storing and stacking 
were a simple task. Repurchases were made easier be- 
cause the distinctive treatment of the package became 
a powerful trade-mark. Imitators crowded along in 
great numbers and litigations were many. But the 
good taste of the chairman of the board, A. W. Green, 
whose book-loving propensities led him to select a 16th 
Century Grolier binding for his Uneeda wrapper decora- 
tion, made defense and distinction easy. Shortly after 
the Grolier design appeared, the background color of 
the end seal was changed to red, the shape being taken 
from one of the biscuits. Again, Mr. Green dipped 
back into history for his choice of design and followed 
the device of a Venetian printer of the ‘ate 15th Cen- 
tury. From this time on, NBC never allowed a pack- 
age to leave any one of its many factories without the 
mark of identification clearly pasted over both ends of 
the package. 

There are countless packages on store and pantry 
shelves whose faces could be changed to any one of a 
dozen other designs and still the product would sell. 
But could one picture Old Dutch Cleanser in any form 
other than the familiar yellow package with the Old 
Dutch girl chasing along? The pictorial symbol is too 
perfect to disturb and the combination of brand name 
and trade-mark too ideal and tamper-proof. Such 
instances are all too rare and lead one to wonder what 
percentage of the many thousand new packages, emerg- 
ing from studios and art departments today, will 
achieve the immortal fame exemplified by Old Dutch 
and others that have been discussed. Back in 1905, a 
young Austrian immigrant, employed by Cudahy and 
living back of the Omaha stockyards, was staring pen- 
sively at a picture on the otherwise blank wall. The 
lone picture he studied conveyed a thought and from 
this the application was simple. Here was a Dutch 
girl, chasing a goose in her native Holland. The action 
of the figure and the upraised stick in her hand fur- 
nished the substance for Mr. Cudahy’s trade-mark and 
package so sorely needed, and out of the bright thought 
was born one of the strongest trade-marks ever to cover 
a product’s surface. The name, “Old Dutch Clean- 
ser,” and the slogan, “Chases Dirt,”’ followed the pic- 
torial idea and together a most natural affinity was 
created. The labels, with mark and color scheme never 
varying the slightest, appear in many languages. The 
Old Dutch girl has penetrated virtually every corner 
of the globe—her habits of cleanliness know no barriers. 

Another costumed feminine figure, known to every 
housewife, is that of Baker’s ‘“‘La Belle Chocolataire,” 
the woman carrying a tray of chocolate, based upon a 
painting in the Dresden Gallery. Originally founded 
in 1765, and becoming the Walter Baker & Company 
in 1780, the owner ran the first cocoa plant in North 
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QUESTIONS 





about a special UPACO 
ADHESIVE FORMULA 


WILL IT COST MORE?... 


No! Upaco adhesives, whether standard formulae or 
specials developed to meet your specialized needs by 
Upaco Research Laboratories, are sold on the-same com- 
petitive basis or a fair price for the finest quality. 


WILL IT SAVE MONEY? ... 





Nineteen times out of twenty... in our experience... 


a changeover to a Upaco Special Formula has meant fast 
production and a reduction in spoilage. Tk 
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The Low Cost—The Most Modem | Gr a GE BOXES 


PAPER SHREDDER (_ a 


How do we know? 
Well, the list of Metal Edge (strongest paper 
box) users, in 77 different industries, reads 
like a roll call of America’s most brilliant 
merchandisers! 

No matter what style of paper box you use 
—one piece hinge-lid, full-telescope, mailers, 
counter-display packages—it will pay you 
to consider the METAL EDGE METHOD. 

Though, in some instances, the first cost 
per box may beatrifle more, the economies 
andadvantages ofthe packaging methodcan 
usually be counted on to more than offset it. 
For example: Are you crowded for space? 
Having box delivery trouble? Too many 
broken package returns? 

Let us study your requirements and ad- 
vise you candidly. There is no obligation. 





Substantial savings—real convenience—a superior packing ma- 
terial—are all available to ‘‘Silver 10’’ owners. 


Users of only 1000 lbs. of wood or paper excelsior per month NATIONAL METAL EDGE BOX C0. 
are getting a 25% return on their investment. 


aan” today for quotation and details of our TEN DAY TRIAL RRL I\\fopudel WAdel Street, JDebtlocel-Vholeble: 
INDUSTRIAL SHREDDER & CUTTER CO. 


703 S. Ellsworth St. Salem, Ohio Stongest Teper Box 
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America. It was not until a century later that the 
famous picture by the Swiss painter, Jean Etienne 
Liotard, was adopted as the mark for Baker’s Choco- 
lates. Henry Pierce, while vacationing in Europe 
away from the managerial chores of his company, re- 
turned in 1883 with the idea of adopting the figure as 
this trade-mark and ever since she brands the identity 
of all cocoa, chocolate and confectionery products of 
the company. Today’s advertisements directly tie in 
with the package by saying, in part, “Tell your grocer 
you want the chocolate with the ‘Baker’s Chocolate 
Girl’ on the label—famous for quality since 1780.” 

To summarize the foregoing lessons into brief check- 
list form, we may restate the case for the trade-marked 
package as follows: 


1. Identification value is greatly enhanced by fea- 
turing a trade-mark form, symbol or character. 
All the examples illustrated or discussed show 
this conclusively. 
Easy describability helps greatly since the child 
may ask for the item or one consumer may recom- 
mend it to another. Over the radio, where brief 
commercial reference may be made, your symbol 
may be referred to as “Look for the ABC Sym- 
bol in the Yellow Package” or “The Red Seal 
on Every Box is your Protection.” 

3. In foreign export markets, the trade-mark speaks 
a universal language. The Old Dutch Cleanser 
can, like so many other products, is known in 
every country of the world. 

4. In the crowded metropolis or in poorer districts 
where foreign or illiterate elements reside, the 
trade-mark symbol is recognized though not 
read. Look at the doors and windows of local, 
neighborhood grocery stores and you will see 
many trade-marks in sticker and decal form. 

5. Human interest can be introduced into the pack- 
age by way of the trade-mark. The Aunt Je- 
mima packages, in red and yellow backgrounds, 
are an excellent example of warmth and good 
cheer achieved with smiles. 

6. Trade characters often possess greater display 

advertising possibilities and lend themselves to 

animation. The Gold Dust twins have been 
posed in every imaginable way, doing household 
chores from cellar to attic. 

Tie-up between advertisement and package can 

be more easily effected through the trade-mark. 

Ads and displays for Heinz products or Cream of 

Wheat carry these marks prominently to the at- 

tention of the reader. 

8. In the process of package evolution, the trade- 
mark form is often the only element by which the 
new products may become associated with the 
old. The basic shapes and elements determine 
the scheme for the line, once definitely estab- 
lished. Uneeda, Beech-Nut, Heinz and Ann 
Page, in the foodstuffs field, are all examples of 
the success of a family of related products. 
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PROTECTIVE PACKET FOR 
ALKA-SELTZER 


(Continued from page 58) 





package, mounted 24 to a merchandising card, becomes 
a natural addition to their stock in trade. Then, too, 
these new sales outlets should prove a definite stimulus 
to sales of the regular Alka-Seltzer packages through 
their standard channels. To insure that such a stimu- 
lus will be obtained, both the individual packet label 
and the display stress the economy of purchasing the 
large size packages available through regular retail 
druggist channels. 

Credit: Rubber hydrochloride material supplied by 
Pliofilm Sales Department, The Goodyear Tire & Rub- 
ber Co., Inc. Aluminum foil by Aluminum Co. of 
America. Converters, The Dobeckmun Co. Packag- 
ing machinery by Ivers-Lee Co. 





PACKAGE LEGISLATION 
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set-up boxes, paper bags, single-faced corrugated paper 
rolls, folding paper boxes and corrugated fibreboard 
boxes wherever these items are designed for use by 
department and specialty stores. 

The recommendations have been devised by a stand- 
ing committee on simplification and standardization of 
wrapping and packing supplies of the National Retail 
Dry Goods Assn., working in conjunction with the 
Division of Simplified Practice of the National Bureau 
of Standards and with interested parties in the supply- 
ing industries. Four of the standards will replace others 
issued in 1931 and will recognize the advances made in 
the field to which these pertain since that time. The 
fifth, dealing with single-faced corrugated paper rolls, 
covers a subject not previously treated under simpli- 
fication recommendations. 

The recommendation for set-up boxes prescribe 75 
sizes of container to cover the entire field of department 
store use, a field in which several hundred sizes are now 
in use. Definitions of kind of board, finish, caliper, 
packaging, nesting and construction requirements, pa- 
per, stay and glue are provided. 

In the paper bag field, a wide range of size has been 
reclassified with a reduction in number to 22. Stand- 
ards for pulp content, bursting strength and tear test 
are provided. 

The folding box recommendation provides for six 
sizes of 1-piece, 5-panel folders, for 11 sizes of lock- 
corner and automatic folding boxes and for six sizes of 
millinery boxes, automatic style. 

The corrugated fibreboard box recommendation pro- 
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CLOSURES 
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requirements. Hun- 
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CONSOLIDATED FRUIT JAR COMPANY 
A WINNER IN 
NEW BRUNSWICK ¢ NEW JERSEY 
SIL-VOR-PLATE 


Judging from reports of our customers, who 
should know, SIL-VOR-PLATE, our newest 
development in metallics, is sweeping the 
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field. On the basis of pressroom perform- 
ance and customer reaction, SIL-VOR-PLATE 
can aptly be termed a prize winner. 
Whether on black kraft or Monsanto Vue 
Pak, whether it be a label stock or a Flint 
coated sheet—SIL-VOR-PLATE is producing 
remarkable results. 

No muss, no fuss, no mixing. From can to 
fountain, and you’re ready to go. 
Whether printing solids or 120 line screen 
halftones, the impressions are clear, sharp 
and free from fill-up. 


Efficient, specialized machinery 
.. fifty-eight years’ experience... 


great skill...assures that Lowery # 
out Scents ll de o coating ; | answer and proof to a thousand problems. 


job for you of higher quality, ¥ MODERNIZE WITH MORRILL 


Ask our salesmen to show you our new 
specimen book on SIL-VOR-PLATE. It is the 


prompt delivery, low cost... . su- 
perior in all respects. 


GEO. H. MORRILL CO. 


Division - General Printing Ink Corporation 


100 SIXTH AVENUE, NEW YORK, N.Y. 


Boston - Philadelphia - Chicago - Detroit - St. Louis - Fort 


Worth - Minneapolis - San Francisco - Los Angeles - Seattle 
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CAN YOU SELL CONTAINERS? 


Sales representatives familiar with packaging 
trends and possibilities in drug, pharmaceutical, 
toiletries, novelties and household commodities 
fields can add materially to their annual income 
by providing intelligent and vigorous selling 
services. .. . The products offered are containers 
with excellent selling features, well past the 
stage where expanding use and repeat orders 
have demonstrated their benefits. Past experi- 
ence in closure, metal or glass lines desirable, 
but no present connection with those lines 
permissible. Territory open in Boston, Cleve- 
land, Chicago, St. Louis and West Coast areas. 
Liberal commission, selling helps, leads and 
advertising are offered by highly rated manu- 
facturer. Replies will be held confidential, but 
must give full details as to present and past 
connections, and the fields and territory covered. 
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Modern Clipper Bag-Making 
Machine 


Individual Machines for Cellophane—Pliofilm— 
other Heat-Sealing and Non Heat-Sealing Materials 


e Completely automatic 


e Rotary Action—Stream- 
lined 


e Wide range of sizes 
1° 136" to 12°% 25" 


e Flat and Gusset Bags 


e Fast—up to 14,000 per 
hour 


e Quick changeover size 
to size—10 minutes 


e Handles Printed Stock 


e Uses both heat and 


glue 
e Pays for itself 


e Simple—No skilled 
operator required 





Now in Use by Many Nationally Known Firms 
Send for Complete Descriptive Literature 


MODERN CONTAINERS, INC. 


815 South Hill Street 


Los Angeles, California 
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vides for 58 sizes plus three special sizes designed for 
the handling of mattresses. 

The single-faced corrugated paper roll recommenda- 
tion provides a standard 250 ft. length of roll, with a 
standard width of 36 in., to be slit into narrower widths 
as and if specified by the individual store. Three alter- 
native combinations of material are provided for. The 
“A” flute of 32 to 36 corrugations to the foot, */15 in. 
high is specified. Standards of weight per roll are 
likewise promulgated. 

Copies of the proposed recommendations may be 
secured from W. E. Braithwaite, Division of Simplified 
Practice, National Bureau of Standards, U.S. Depart- 
ment of Commerce, Washington, D. C. 





STATUETTES TELL AN 
“ALL YEAR STORY” 


(Continued from page 82) 





and gowns a young man and woman walk proudly 
with their diplomas. Bride and bridegroom stand as 
if caught leaving the church door. A lad of ten is seen 
presenting a gift to his mother, while a father stands 
beside his daughter. At the base of each statuette, 
the word “Sheaffer's” appears once again in incised 
lettering with a gold wipe-in. 

Dealer reactions are reported by the company to 
have been most favorable. Numerous dealers, it is 
stated, have found room in their shops not merely for 
the stage and a single statuette, but for the other four in 
the set as well. While this particular display is not 
looked upon by the company as a solution to all display 
problems, it has served, for a time, as a very substantial 
and very effective portion of the company’s general 
display program. 

Credit: Displays designed and manufactured by 
Badger Merchandising Displays, Inc. 





SET-UP SHIPPER COUNTER 
DISPLAYS 


(Continued from page 80) 





pearance. Protection from dust is afforded in that the 
display may be closed down for the night by a simple 
flip of the wrist and the merchandise thus protected 
during cleaning operations. When it is necessary to 
provide a receptacle for replacement stock, the drawer 
construction (with the drawer either opening as illus- 
trated or from the rear end of the display) can be 
utilized as a reserve stock receptacle, the stock being 
withdrawn from the drawer to replace items sold from 
either of the two upper display sections. 

Credits: Displays designed and manufactured by 
Scott & McDonald, Inc. Cover papers supplied by 
Chas. W. Williams & Co., Inc. 

















The BEST Labelers in the WORLD 
for YOU 


If yours looks to be a labeling head- 
ache (a flock of different size con- 
tainers or labels and maybe some 
neck labels and foil as weil as body 
labels) the Model §S Improved 
WORLD Labeler is the one best pre- 
scription. It handles any or all of ’em, 
short runs or long, and does it with 
economy, precision and despatch. 


YOU ARE 
PAYING 
FOR 


Ctickiness 


— when you buy paste, glue, or 
gum. It is called “Viscosity” at a 
in the trade, but it all adds up AL —__ 


to how well does it stick? 





If it’s high production you’re after 
the Model HS WORLD Automatic 
Straightaway Labeler is the answer. 
It keeps up with your procession of 
flat, square, round, oval or panel 
flasks, fifths or quarts; the Model 
HG for half-gallon and gallon bottles 
and jugs. 





If the adhesives you are using do not “stick” properly, 
their viscosity is not correct for your purpose. Findley’s 
Prescription Adhesives are “tailor-made” to meet spe- 


Send for Bulletins or, better still, send us samples 
of your containers and labels so we can give you 
all the facts and figures. 





cific needs, and to work satisfactorily with the materials proved WORLD Latter 
and equipment you are using. Forty years of constant whole tony we Glo Gas 
growth testify to the value of this service.to adhesive on. eee 
users. May we extend it to you? * 









Right: The Model HS 
WORLD Automatic 
Straightaway Labeler 
Bulletin D-7 contains 
complete information. 
Let us mail it to you 


OUR FACILITIES ARE AT YOUR 
SERVICE. WRITE TODAY! 


The 3 G. Findley Co. \SUMS 
1237 N. TENTH ST., MILWAUKEE, WISCONSIN ECONOMIC MACHINERY co. 
WORCESTER - - - MASSACHUSETTS 

















YOUR IMMEDIATE ATTENTION IS CALLED TO THIS NEW 
No. 17 IMPROVED AUTOMATIC TUBE FILLING, CLOSING 
AND CRIMPING MACHINE for SEALING COLLAPSIBLE TUBES. 
TYPE “A” for PASTE. “B” for POWDERS. “C” for LIQUIDS. 


The famous COLTON CLOSURE machine has been greatly improved and simplified. 
It now offers you these new advantages: 


Motor is underneath, out of the way. 

Equipped with REEVES drive for speed control. 

New design filling head gives a positive free smooth action of nozzle. 
Start and stop push button switch. 


Two hand levers. One for starting the machine proper. One for stopping and 
starting filling mechanism. 





No. 17-A. Improved 

Automatic Tube Fill- 

ing, Closing and 
Crimping Machine 


All of these improvements—yet no increase in price. Write 
today for a sample tube and full information on this machine. 


ARTHUR COLTON CO. 


2602 JEFFERSON AVE., EAST Electric Drive Stirring — . — is 
recommended for materials that do not flow 
DETROIT MICHIGAN " readily in our standard hopper. 
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Nashua Gummed & Coated renee 6 Co.. 


National Metal Edge Box Co. . eae ree 
National Packaging oy sangha avi van caine 
New Jersey Machine Corp. . M4 


Owens-Illinois Glass Co......... 
Pachege Mochinery (o..:..- 5.02.00 -.200s esas 
Phoenix Metal HMR oes os san ocntnnvine ass 
Pilliod Cabinet Co 
Poeumetic Scale Corp. Utd... ..........6...5.. 


a B. Redington Co 
WoC Bike bCo................00000000005 
SASS TLE TET 


Stokes & Smith Co 
Syiventa tadusirial Corp... . .... - 050. cc cc cc css 


Union Paste Co 
U. S. Automatic Box Machinery Co., Inc 
U.S. Printing & Lithograph Co............ 


Warner Bros. Co 
Wheeling Corrugating Co 


~~ 
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How to make the cye say BUY" 


Give YOUR PACKAGE an extra something that stops the shop- 
per’s eye, increases its useful life, makes it easier to open or 
handle and you've got an important answer to the all-important 
question of how to increase sales of your product. 

If you'll take a tip from hundreds of other successful manu- 
facturers you'll find that answer in a package or closure molded 
wholly or partly from colorful, satiny Durez plastics. For Durez 
offers unlimited design possibilities, strength without bulk and 
a surface finish that’s as inviting to touch as it is to see. 

No matter what you make, or what your merchandising pol- 
icies may be, why not learn more about this versatile material 
that has long been the plastics leader in the packaging field? For 


samples and suggestions just write Durez Plastics & Chemicals, 
Inc., 60 Walck Road, North Tonawanda, N. Y. 


SWANK BELT BOXES of Molded Durez plastics are designed for long, 
useful lives as attractive ash-trays after the merchandise has been 
removed by the user. 


WATER BOTTLE STOPPERS have long been made of rubber. But now 
come molded Durez stoppers that are non-heat conducting, resis- 
tant to moisture, leak-proof and durable. 


DUREZ PLASTICS & 





TRIM CLOSURES of molded Durez plastics are the crown- 
ing touch to smart bottles for the popular new Cue 
Liquid Dentifrice. 









THE ATTRACTIVENESS of this desk set speaks for itself. Gleaming 


base is a one-piece molding of mottled Durez with molded 
grooves and recesses. 





oes ~ Ye ae 
MOLDED OF CoLOorFuL Durez plastics, this new dental floss holder 


combines striking eye-appeal with strength, light weight, com- 
Pactness and moisture resistance. 


CHEMICALS, INC. 


PLASTICS THAT FIT THE JOB - 











ICH, warm color tones, a surprisingly pleasant 
touch, plus important practical advantages, have 
_been obtained by Revlon Products Corp. through 
the use of Beetle*. Note the smart gray color... 
the delicately molded lines in the designs of the 
caps on these containers for hand and nail prepa- 
rations. Unseen, but equally important, are the 
strength, the accurately molded screw threads, the 
chemical inertness and the resistance to wear of 
these Beetle caps. The value of their beauty and 


durability is way out of proportion to their cost, 
which is low enough to be a real asset. 
With the magic eye-appeal of Beetle colors more 


and more manufacturers are pushing their products 
up into the front selling line. Perhaps there is a prob- 


lem lying on your desk that can be solved at low cost 
and with great satisfaction by Beetle. We will be 
glad to offer suggestions and experienced counsel 
in matters concerning its use or the selection of 
colors. Write us outlining your aims in packaging. 


BEETLE PRODUCTS DIVISION OF AMERICAN CYANAMID COMPANY 

34 ROCKEFELLER PLAZA, NEW YORK, N. Y. 

*Trade-mark of American Cyanamid Company applied to urea 
products manufactured by it. 





Reeth. IT’S ALL COLOR AND IN ALL COLORS 














